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ABSTRACT 
With the surge in capacities of both the information infrastructure and personal 
computers, and increased awareness of the importance of computer literacy, 
business-to-consumer electronic commerce (b-2-c e-commerce) has been made 
available to the Internet users. Research in adoption of e-commerce services puts 
little, if any, emphasis on adopters' lifestyles and their relationship with adoption. 
Most, if not all, studies in b-2-c e-commerce originate in the U.S. which do not tend 
to take into account the variations across cultures. Hong Kong, a Chinese society 
which has been experiencing tremendous influence from the West, does not lose its 
strong vestiges of the Confucian heritage. The present study uses VALS 2 typology 
from the SRI International and Yau's (1994) Chinese cultural values model to 
examine how people's lifestyle orientations and the Chinese cultural values are 
associated with adoption and likely adoption of three types of e-commerce services 
(e-shopping, e-banking, and e-brokerage). Rogers' (1995) three perceptual factors 
(relative advantage, observability, and complexity) are employed to test people's 
perception of the attributes of e-commerce in relation to their adoption behavior and 
intentions of e-commerce services. A telephone survey was conducted with 325 
non-adopters and 95 adopters of e-commerce in Hong Kong to find out their 
lifestyles, cultural values, and attitudes toward e-commerce. The results of this 
study show that more than 40 percent of the non-adopters expressed interest in 
adopting e-commerce in the next five years. Specifically, strivers and makers were 
two lifestyles groups that expressed greater interest in e-commerce compared with 
other lifestyle segments. Surprisingly, no cultural values variable was found 
significant predictor for e-commerce adoption in the present study. Implications for 
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The present study explores the relationships between people's lifestyle 
orientations, cultural values which are intrinsic to the Hong Kong Chinese and 
people's perception of the attributes of e-commerce, and the adoption or likely 
adoption of different types of e-commerce services. 
Demographic profiles have been used by marketing researchers to segment 
consumers in terms of sex, age, income, education and other positions in life space 
(Wells, 1975). Despite the broad acceptance by researchers and its quantifiability, 
demographic dimensions do not sufficiently predict consumer behavior. It is 
compounded by the fact that demographics are deficient in richness and they need to 
be supplemented with other data in order to get a more sophisticated picture of the 
audience (Plummer, 1972). Lifestyle items are thus becoming increasingly popular in 
supplementing demographics to predict people's purchasing behavior (e.g., Lee, 1997; 
Shih，1986; Solomon & Englis，2000; Walling, 1985). 
As an individual's lifestyle is a manifestation of his or her cultural values (Cheng, 
1997), the present study seeks to find out how consumers' decisions and intentions to 
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adopt e-commerce are influenced by their lifestyle orientations and cultural values. 
Cultural values in Hong Kong have recently undergone rapid changes. These changes 
are largely a result of the influences from the West. They include the idea of a family, 
interpersonal relationships, the perception of time, relationships with the natural 
environment, etc. Yet the traditional Chinese values derived from the doctrines of 
Confucianism and Taoism still have great influences on the attitudes and behaviors of 
the consumers in Hong Kong. It would be of practical and theoretical importance to 
look at this city where mixed lifestyles and cultural peculiarities are exhibited in many 
aspects of people's lives in relation to e-commerce adoption. 
Individual's perceptions of e-commerce as a channel through which products are 
acquired are also essential in predicting their adoption behavior and adoption intention. 
Li, Kuo, and Russell (1999) discovered that perceived channel utilities in terms of the 
attributes in communication, distribution, and accessibility are predictive of 
consumers' online purchasing behavior. Consumers who make online purchases 
perceive the Web to have higher utilities in communication, distribution, and 
accessibility than those who do not make online purchases, and frequent online buyers 
perceive higher utility than occasional online buyers do. 
By understanding the lifestyle orientations, cultural values of the existing and 
potential customers, and the channel perception in addition to their demographic 
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profiles, marketers of e-commerce would be able to customize their advertising and 
marketing campaigns and reach the target customers. 
E-commerce in Hong Kong 
Information technology (IT) has advanced rapidly in recent years in Hong Kong. 
Government's heavy promotion of IT in almost every segment of society to some 
extent contributes to the proliferation of e-commerce. The diffusion and application of 
IT are remarkable at both the individual and organizational levels. The number of 
Internet users in Hong Kong has surpassed the one million mark and is continuing to 
grow. The number of Internet users making purchases online in and through Hong 
Kong has increased by 50 percent in 1999. According to the Census and Statistics 
Department in the Hong Kong SAR (2000a), 49.7 percent of all households in Hong 
Kong have personal computers at home while 73.3 percent of which have their 
personal computers connected to the Internet. Amongst household members, 84.9 
percent of all persons aged 15 and over have used one or more types of electronic 
business services for personal matters during the immediate twelve months before 
enumeration (Census and Statistics Department, HKSAR, 2000a). The industry 
estimates that the total value of products and services transacted over the Internet in 
Hong Kong will increase from US$60 million in 1998 to US$2.4 billion by 2003 
(Information Technology and Broadcasting Bureau, 1999). 
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What is e-commerce? 
Electronic commerce is not new. It involves several types of transactions over 
electronic networks. Nonetheless, e-commerce is neither merely the buying and 
selling of products, nor the conducting of business transactions over electronic 
network instead of conventional means of communication. Similar to traditional 
commerce, "electronic commerce is a system that includes... those transactions that 
support revenue generation, such as generating demand for those goods and services, 
offering sales support and customer service, or facilitating communication between 
business partners" (Kosiur, 1997, p.4). 
According to a report issued by Organization for Economic Co-operation and 
Development (OECD, 1997b), e-commerce can be categorized into four basic types in 
accordance with the types of parties involved and the nature of the networks over 
which the transactions are made. In one of the OECD policy briefs (OECD, 1997d), 
e-commerce is defined as "commercial transactions involving both organizations and 
individuals, that are based upon the processing and transmission of digitized data, 
including text, sound, and visual images and that are carried out over open network 
(like the Internet) or closed networks (like AOL) that have a gateway onto an open 
network". A range of electronic transactions between organizations and their partners 
has been taking place for some time before the Internet was made open to businesses 
4 
and individuals (Steinfield, 1995). 
Table 1 shows the business-to-business and business-to-consumer transactions 
over proprietary networks and open networks in a matrix. Basically, electronic 
commerce can be categorized by the types of parties involved and the nature of the 
networks over which the transactions are made. This typology illustrates various 
kinds of electronic commerce as well as their evolution. It helps the researcher to 
distinguish different categories of electronic commerce and offer a more focused 
discussion of a specific type of e-commerce in the present study. 
Table 1 Typology of E-commerce 
Proprietary network Open network 
Business-to-business -Bank point-of-sale (POS) -Procurement or marketing 
(b-2-b) -ACH (automatic clearing on the Internet using Web 
house) sites 
-EDI (electronic data -Commercial transactions 
interchange) using e-mail communication 
-CALS (continuous 
acquisition and lifecycle 
support) 
Business-to-consumer -Online shopping through -Internet shopping on Web 
(b-2-c) proprietary networks e.g., sites 
America Online -Online banking via the 
Internet 
-Commercial transaction 
using e-mail communication 
Source: Organization for Economic Co-operation and Development, Business-to-Consumer Electronic 
Commerce Survey of Status and Issues, 1997. 
Electronic transactions can take place on both the proprietary and open networks. 
A proprietary network refers to a network which is "owned and managed by the 
specific service providers or network management organizations. Use of the network 
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is limited to the parties and participants who have rights or membership to use by 
agreeing upon the terms and rules for the use of network" (OECD, 1997b). Electronic 
transactions such as bank-to-bank transfers over the proprietary networks are adopted 
among business entities. Electronic transactions of this kind constitute a majority of 
business-to-business e-commerce. Examples are bank point-of-sale (POS), automatic 
clearing house (ACH) transfer, and electronic data interchange (EDI). Proprietary 
networks are operated and maintained exclusively for the designated parties or 
participants who have rights or membership to use the network and for the specific 
purposes which are previously defined and agreed among themselves (OECD, 1997b). 
Transactions between business entities and consumers over the proprietary 
network exist but are not as popular as those over the open network. An example of 
business-to-consumer e-commerce over the proprietary network is online shopping 
through America Online. 
An open network, on the other hand, is a "network which has no specific manager 
or controller to govern the entire system. No specific qualification for joining the 
network other than technical and commercial requirements, such as having the 
necessary equipment and subscribing to the services of certain service providers" 
(OECD, 1997b). 
On the open network, technologies such as the World Wide Web make it possible 
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to conduct both business-to-business and business-to-consumer transactions. This 
emerging category of e-commerce involves electronic transactions over the open 
network such as the Internet, between parties who are anonymous to one another and 
do not necessarily have agreed to certain arrangements (OECD, 1997b). Examples are 
procurement or marketing on the Internet using Web sites, commercial transactions 
using e-mail communication, Internet shopping on Web sites, and online banking via 
the Internet. 
Further to the electronic exchange of commercial information and products, e-
commerce also refers to "the effects that... may have on the institutions and processes 
that support and govern commercial activities" (OECD, 1997c). These effects include 
organizational management, commercial negotiations and contract, legal and 
regulatory frameworks, financial settlement arrangement, and taxation. 
In addition to the above categorization, Kokuryo (quoted by OECD, 1997c) has 
developed a model in which e-commerce takes place within and between three basic 
participant groups: business, government, and individuals (see Figure 1). 
This diagram depicts the participant groups in e-commerce activities. Despite the 
fact that business-to-business and business-to-consumer e-commerce are currently 
having a dominant position in e-commerce, other types of e-commerce such as 
business-to-govemment, govemment-to-individual, and individual-to-individual are 
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taking shape. 
In the case of Hong Kong, the Government has been taking the lead to promote 
the use of e-commerce. It launched the Electronic Service Delivery (ESD) scheme in 
late 2000. The scheme is a Govemment-to-citizen (G2C) and Govemment-to-
business (G2B) online service, providing services such as payment of Government 
fees, submission of tax returns, voter registration, renewal of driver's and vehicle 
p 
licenses, and change of personal address. 
Figure 1 Participant Groups in Electronic Commerce 
o 
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f GOVERNMENT ^ ^ INDIVIDUALS J 
Source: Organization for Economic Co-operation and Development, Electronic commerce: 
opportunities and challenges for government, 1997 
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As an innovation in the diffusion study, e-commerce is a particular mode of 
business transaction taking place in computer technology and the Internet. An 
innovation refers to “an idea, practice, or object that is perceived as new by an 
individual or other unit of adoption" (Rogers, 1995, p.ll). As mentioned, commerce 
on the Internet has brought a revolutionary change to the traditional, face-to-face mode 
of business. Hoffman and Novak (1996) asserted that "the market represented by the 
p 
Web... has the potential to be a more efficient market than conventional markets." 
Efficiency of the market on the Web to some extent is brought by the unique attributes 
of e-commerce as a technological innovation. Chatterjee and Narasimhan (quoted by 
Hoffman and Novak, 1996) described the Web as a distribution channel having three 
distinctive attributes which distinguish it from the conventional distribution channel: 1) 
extremely low entry and exit barriers for firms; 2) increasing irrelevance of 
distribution intermediaries; and 3) capable of keeping pace with and even accelerating 
market change. The shift of channel power in favor of consumers empowers the 
consumers, which results in a more collaborative communication between the firm and 
the consumer (Hoffman and Novak, 1996). 
Another characteristic of electronic transactions on the Internet is. its global 
coverage. Firms and individuals can reach their potential clients all around the globe. 
In fact, it is not difficult for a firm to put up a web site on a server in Congo and be 
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accessed and viewed from anywhere in the world. This single Congo Web site can 
possibly make an offer to its potential customers throughout the world, and any 
customer, as long as they can get access to that site, can place an order for goods and 
services from their PC or notebook. OECD (1997b) in one paper stated that "there are 
practically no country borders on the Internet." 
With the advent of the Internet, consumers and merchants who are far apart can 
p 
conduct commercial transactions over the open network which enables instantaneous 
transactions. Unlike the conventional form of transactions which transmit information 
through mails and hand delivery, electronic transactions transmit and process 
information electronically. Not only does it reduce the time involves in a transaction, 
it also changes the market dynamics in the digital age. 
As it seems that a lot of people are craving the seemingly border-free, cost-
effective mode of business, Steinfield (2000) argued that the assertion that "the 
Internet makes distance irrelevant, and that firms no longer need to establish a physical 
presence in any geographical location in order to business there" (p.9) simply ignores 
consumers' need for trust with the merchant and this is what the Internet merchants 
unable to achieve at present. Steinfield further explained that the death of distance 
logic does not take into account "important aspects of consumer needs and behavior 
that may neutralize many of the hypothesized competitive advantages of virtual firms" 
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(p.io). 
Similar to other technological innovations, e-commerce goes through a diffusion 
process by which "an innovation is communicated through certain channels over time 
among the members of social systems" (Rogers, 1995，p.ll). An innovation would be 
communicated in different societies at varying speed, reaching or being adopted by 
people at different times. In other words, rate of adoption differs as people with varied 
demographic and psychographic characteristics would perceive the innovation 
differently. In addition, attributes of innovations as perceived by individuals affect the 
rate at which they diffuse and are adopted. 
How far does e-commerce diffuse? 
The increasing penetration of computers and popularity of the Internet have 
enabled the diffusion and adoption of e-commerce. Nevertheless, as compared with 
the development of e-commerce in the U.S., e-commerce in Hong Kong is still at an 
infant stage; and technology, market dynamics, and government policies are still 
casting its basic shape. Recently there are reports of surge in e-commerce in Hong 
Kong (A. C. Nielsen Corporation, 1999a). The Hong Kong Internet User Survey 1999 
released by A. C. Nielsen (1999b) shows that the virtual shopping is ready to take off 
while Net shoppers are waiting for a reliable solution to the security issue of 
transaction and more comprehensive and sophisticated online product information. 
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Despite the efforts made by both the Hong Kong Government and business 
sectors in the territory, the adoption rate of e-commerce in Hong Kong is far behind the 
West and some other Asian countries. E-commerce over the Internet amounted to 
US$26 billion in 1999 in the United States but is estimated to approach a trillion U.S. 
dollars by 2003-05 (OECD, 1999). In Hong Kong, the rate of adoption did not 
accelerate until very recently after almost six years of the first launch of e-commerce 
in Hong Kong. There are only a few "active" local business-to-consumer web sites 
available on the Internet. According to a recent survey administered by the Census 
and Statistics Department of Hong Kong (2000b), only 0.3 percent of establishments 
in the territory have sold goods, services or information through electronic means 
while only 8.1 percent of establishments in Hong Kong have delivered goods, services 
or information through electronic means. It seems that people are still skeptical of this 
innovation. Hong Kong's performance on e-commerce has even fallen behind some 
countries in Asia Pacific despite the fact that Hong Kong has the highest percentage of 
home access to the Internet among major Asia Pacific countries (A. C. Nielsen 
Corporation, 2001). It is reported that e-commerce activities are on the rise in New 
Zealand (12%), Australia (10%), and South Korea (11%) whereas only a tiny 
proportion of individuals in Hong Kong (4%), Taiwan (4%), and Singapore (7%) have 
purchased goods or services on the Internet. 
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For those individuals and organizations that adopt e-commerce as a new way of 
shopping, making transactions, or managing personal finances, what are the enabling 
and motivating factors that make the diffusion possible among adopters and what are 
the limiting and inhibiting factors at work in preventing or prohibiting them from 
adopting e-commerce? The way an innovation diffuses and the factors that facilitate 
or hinder the adoption of the innovation have constituted a major concern of the 
diffusion of innovations paradigm (Rogers, 1995; Rogers and Shoemaker, 1971). 
What motivates the adoption of e-commerce? 
Shrinking the economic distance between producers and consumers, e-commerce 
enables direct and timely transactions without the need for traditional retailers, 
wholesalers, and distributors. With the help of "cybermediaries" such as network 
access providers, electronic payment systems, and services of authentication and 
certification of transactions, both the b-2-b and b-2-c transactions require less labor-
intensive intermediaries than do the traditional ones. In addition, the absence of a 
specific geographic location helps reduce transaction costs. E-commerce succeeds in 
getting commercial activities toward the ideals of perfect competition which is 
characterized as having low transaction costs, low barriers to entry, and improved 
access to information for the consumer (OECD，1997a). 
E-commerce market is not limited to online shopping. It is suggested that the 
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biggest e-commerce market involves businesses supplying products to other 
businesses. B-2-b transactions are expected to register the most significant growth. 
B-2-b revenue is expected to grow 16-fold while the growth ofb-2-c is around 15-fold 
from 1998 to 2001 in Hong Kong (Digital Hong Kong Ltd., 1999). 
The digital nature of e-commerce makes this new way of conducting business 
more accessible to the service sector and businesses selling the intangibles such as 
audio, video, information services, real estate services, travel and ticketing services, 
software, entertainment, and financial services. It is predicted that ‘‘any easily 
digitized economic activity including health, finance, education, and many 
government services will be affected" (OECD, 1997a). 
What hinders the adoption of e-commerce? 
What makes e-commerce so fascinating also inhibits people from adopting the 
technology. Factors such as lack of trust and privacy, uncertainty about the regulatory 
environment, immorality, limited access, logistical problems, unreliable infrastructure, 
and security issue all contribute to the limited diffusion of e-commerce. 
Nevertheless, the growth of e-commerce particularly b-2-b transactions in the 
coming years is promising as governments, businesses, and academics are formulating 
rules and policies to govern the ever increasing number of business activities in the 
open network. In Hong Kong, the Government took the lead in establishing a local 
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public key infrastructure through the Hongkong Post in 1999. The introduction of the 
use of private/ public key cryptographic technology and digital signature helps ensure 
the integrity and confidentiality of electronic messages exchanged and safeguard 
against the repudiation of the transactions (Information and Technology Bureau, 
1999). 
Despite the fact that "e-commerce" has become a buzzword in the information 
age, few academic studies have seriously considered its adoption pattern. The present 
study seeks to find out the factors that influence adoption of e-commerce in the Hong 
Kong context. 
A review of literature relating to the main concepts and their connections will be 
first presented, followed by the description of the empirical e-commerce adoption 
research. Multiple regression procedures will be applied to explore the factors 
affecting e-commerce adoption and adoption intention. Major findings and discussion 
of this research will be presented in the final sections of this paper. The researcher 
intends to conclude this study with both the theoretical and practical implications, 






Lifestyles is a topic of growing interest in social sciences and business studies, 
particularly in marketing and advertising. Past research in those fields has established 
links with innovativeness (Walling, 1985), preferences for financial advisors (quoted 
by Staples, 2000), tourists destination choice (Shih, 1986), apparel and textile products 
preferences (Solomon & Englis, 2000), Internet shopping intention (Lee, 1997), new 
media technology use (Leung, 1998)，Internet use (Yew, 1997)，and time orientation 
(Settle, Alreck, & Glasheen, 1978). 
To supplement demographic data in explaining and predicting consumers' 
behavior, researchers began to turn to various methodologies such as personality 
inventories (Koponen, 1960), consumers' motivations (Dichter, 1964), social class, 
and psychological characteristics. These constructs, though supplemented 
demographic data, "received severe criticisms on both ethical and methodological 
grounds" (Wells，1975, p.196). Even though the data obtained from consumers' 
motivation and psychological characteristics studies are often rich, they are often 
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deficient in reliability when applied to mass audience (Plummer, 1972). 
In 1963, Lazer introduced the concept of lifestyle patterns and its relationships 
with marketing. This innovative construct put together the objective demographic and 
personality inventories data; the rich, multi-dimensional, consumer-oriented details of 
the qualitative psychological characteristics; and consumers' motivation studies. 
Lazer (1963) defined lifestyle patterns as “a system concept [which] refers to a 
distinctive mode of living in its aggregate and broadest sense. . . . I t embodies the 
patterns that develop and emerge from the dynamics of living in a society." Lifestyle 
describes people's lives in terms of behaviors, feelings, attitudes, and opinions. The 
lifestyle patterns construct, notwithstanding its diversity of definitions (e.g., Lovell, 
1974; Newspaper Advertising Bureau, 1973;Pemica, 1974; Peterson, 1972; Plummer, 
1974a; Plummer, 1974b; Segnit & Simon, 1973; Wells, 1974; Wind & Paul, 1974; Ziff, 
1971), exhibits a couple of attributes which are commonly found in all lifestyle or 
psychographic research. Lifestyle research, as described by Wells (1975, p. 197), is 
"something more than demographics" and "quantitative, not qualitative". 
Since the 1970s, lifestyle researchers attempted to measure people's lifestyles in 
terms of their activities, interests, and opinions (AIO) (e.g., Wells & Tigert, 1971; 
Plummer, 1974; Cosmas, 1982; Wells, 1985; Tai & Tam，1996; Leung, 1998). 
According to Plummer (1972), activities refer to how people spend their time in work 
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and leisure; interests concern what people place importance on in their immediate 
surroundings; and opinions pertain to people's stances on social issues, institutions, 
and themselves. Psychographic research of this kind has come in numerous variations. 
Wells (1975) in his review classified five types of psychographic studies: 1) general 
lifestyle dimensions; 2) product-specific psychographic profile; 3) personality traits as 
descriptors; 4) general lifestyle segmentation study; and 5) product-specific 
segmentation. The AIO construct is used to segment the marketplace which facilitates 
product positioning and advertising communication creation (Plummer, 1974). 
Psychographic segmentation tools have evolved over the years as the market, 
consumers, and nature of products are becoming increasingly complex in this couple 
of decades. Various research tools are adopted by marketing practitioners and 
academics such as technographics, "the list of values" (LOV), values and lifestyles 
segmentation (VALS) and many other psychographic research tools. 
Technographics is a survey and segmentation system that analyzes consumers by 
the motivations, attitudes, and income they bring to the adoption and use of technology 
(Forrester Research, 2000). Technology consumers are grouped according to 
motivations (family, career, entertainment, and status), attitudes toward technology in 
general, and ability to invest in technology. Based on these three attributes, 
technology consumers are segmented into 12 different types namely "sidelined 
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citizens", "neo-heartminders", “mouse potatoes", “cyber-snobs”，"fast forwards”， 
"country clubbers", "gadget grabbers", "handshakers", "media junkies", "techno-
strivers", "traditionalists", and "X-Techs" (Hines, 1997). 
The list of values (LOV) was introduced by researchers at the University of 
Michigan Survey Center (Kahle, 1986). This concept assesses people's "adaptation to 
various roles through value fulfillment" (Kahle, Beatty & Homer，1986，p.406). 
Respondents of LOV are given a list of nine values and asked to pick or rank their two 
most important values. 
Regardless of the methodology with which values and lifestyles are measured, 
empirical evidence showed that people's culturally learned values and lifestyles 
largely determined their media usage and consumption (Donohew, Becker & Connor, 
1981; Eastman, 1979; Palmgreen & Raybum II，1987; Rokeach & Ball-Rokeach， 
1989), consumption patterns (Cosmas，1982), and use of new media technology 
(Fassett, 1995; Leung, 1998). Odyssey, a San Francisco-based market research firm 
specializing in new media, segmented the new media market into six household 
groups namely "new enthusiast", "hopeful", "faithful", ‘‘oldliner,’, "independent", and 
"surfer" (Forbes, 1995). Yet, research in adoption of e-commerce services and its 
relationship with lifestyle has virtually received no attention. 
In this study, people's values and lifestyles are measured using a methodology 
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developed at SRI International - Values and Lifestyles psychographic segmentation 
system 2 (VALS 2) in relation to the adoption of e-commerce services in Hong Kong. 
VALS 2 is an updated version of the original VALS which was introduced by SRI 
International of Menlo Park, California in 1978. The original VALS, grounded on an 
idea by Arnold Mitchell (1983), classified consumers into nine groups based on four 
major categories — need-drivens, outer-directeds, inner-directeds, and integrateds, and 
nine lifestyle orientations - survivors, sustainers, belongers, emulators, achievers, I-
am-mes, experientials, the socially conscious and integrateds (Gates, 1989; Riche, 
1989). The segments were organized along a hierarchy of needs (Maslow，1954). It 
intended to help "define the complex consumer environment... and [pigeonhole； 
consumers based on their social values" (Gates, 1989). This original version of VALS 
had gained widespread acceptance since its introduction. Unfortunately, "SRI 
International ran into the problem of practicality" (Heath, 1995, p.78) with VALS 1 
and received complaints from marketers about the ability of VALS typology to predict 
buying behavior or segment target consumers. This change was largely attributed to 
"several demographic and economic shifts" (Riche, 1989，p.26) in the 1980s and “a 
crucial research mistake" (Heath, 1995, p.78) made by Mitchell. Instead of deriving a 
theory from the population of the data, "he embraced Maslow's needs hierarchy and 
designed a study to prove the theory" (Heath, 1995，pp.78-79). The needs and values 
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derived from Maslow's theory upon which VALS 1 was based were also being 
criticized as having "little to do with why people buy products and services" (Heath, 
1995, p.79). 
Theoretical Framework 
In 1989, SRI International released VALS 2, a new segmentation system which 
segments consumers according to their self-orientation and resources (SRI 
International, 2000). VALS 2 divides respondents into eight segments. Unlike the 
questionnaire of VALS 1 which measured shifting values and lifestyles, questionnaires 
used in VALS 2 reveals unchanging psychological stances by asking people to agree or 
disagree with attitude statements such as "My idea of flin at a national park would be 
to stay at an expensive lodge and dress up for dinner" and “I could stand to skin a dead 
animal" (quoted by Riche, 1989，p.30). 
According to SRI International, the VALS 2 questionnaire is based on a $ 1.5 
million development effort and several large national surveys of consumer opinion, 
conducted between 1987 and 1992 by SRI International (SRI International, 2000). 
VALS 2 classifies the American population into eight lifestyle categories and 
arranges them in a rectangle along two dimensions: vertically by their resources and 
horizontally by their self-orientation. "Self-orientation" in SRI International's 
definition embodies three patterns of attitudes and activities that help people reinforce, 
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sustain or even modify their social self-image (quoted by Gates, 1989, p.27): principle, 
status, and action. "Resources" refers to “the full-range of psychological, 
demographic and material means and capacities consumers have to draw upon" (SRI 
International, 2000). Education, income, self-confidence, health, eagerness to buy, 
intelligence and energy level are attributes upon which resources are measured (SRI 
International, 2000). 
In the VALS 2 typology, as shown in Figure 2，the psychographic groups 
range from Actualizers at the top of the rectangle with the most resources to Stragglers 
at the bottom of the rectangle with the least resources. In between are the principle-
oriented Fulfilleds and Believers, the status-oriented Achievers and Strivers and the 
action-oriented Experiencers and Makers. 
Apart from researching the traditional markets, SRI International used VALS 2 to 
categorize American users of the Internet by adding Internet-specific questions to the 
original VALS 2 survey. SRI International sought to compare the attitudes and 
behaviors of the Internet users in the hope of "mapping people's affinities" (Fassett, 
1995, p.lO). 
The results of the survey showed that 50 percent of the Internet users were among 
the psychographic segment of Actualizers. Actualizers are the most innovative, highly 
educated group with abundant resources who are usually the early adopters of new 
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Figure 2 Values and Lifestyles Psychographic Segmentation 2 by SRI 
International 
High Resources 
< FULFILLEDS 泛 ACHIEVERS 炎 EXPERIENCERS > 
X X X 
�B E L I E V E R S ^ STRIVERS ^ MAKERS > 
KAxzLJ^  
^ Low Resources 
^ STRUGGLERS \ 
Source: SRI Consulting, Values and 
Z Lifestyles segmentation, 1997 
technologies. In VALS 2-speak, Actualizers are adult consumers with high self-
esteem and abundant resources whose major source of wealth comes from positions in 
business and government. Despite their success and wealth, they have a wide range of 
interests and are eager to seek challenges. They are concerned with image as an 
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expression of their taste, independence and character. Their lifestyles are rich and 
diverse as reflected in their possessions and recreation. They are successful, 
sophisticated, active, take-charge people oriented toward change. 
Experiencers accounted for 18 percent of Internet users. This group of people is 
action-oriented primarily consisting of young people who are enthusiastic, impulsive 
and rebellious. They are keen on seeking variety and excitement and enjoy new， 
offbeat, and risky activities. 
Strivers made up 13 percent of the online users. They are concerned about the 
opinions of others, therefore, seeking approval from the outside world. Strivers 
believe that money, which they have fewer than most of the others, defines success and 
they strive to emulate those who have more money than they do. The survey found is 
found that they showed high enthusiasm for the Web. 
Fulfilleds only had average representation on the Web with 11 percent among 
Internet users. They are principle-oriented, mature, analytical professionals and 
retirees with high resources and educational levels. In spite of the fact that their leisure 
activities are centered around the home, they are well informed about the things 
happening around the world and are open to new ideas. The results of SRI 
International's survey of WWW users showed that the organized Fulfilleds were 
frustrated over the Web's lack of structure. 
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Achievers made up only six percent of Web users. They are successful, status-
oriented with good careers and abundant resources, but they are often too busy and 
lack the time and patience to use the Internet. 
Believers, Makers, and Stragglers altogether accounted for the remaining two 
percent of the online users. These people are characterized by having limited 
resources and little education. They are practical, cautious, conservative, and 
traditional (Fassett, 1995, 10). 
The findings of the SRI International's survey of WWW users are useful for the 
present study as the adoption of the Internet is a prerequisite for the adoption of e-
commerce. Nevertheless, readers are advised to interpret the data with caution 
because this is 1995 data, which is a very early look at Internet users. The population 
of users has changed dramatically since then, and would probably have a very different 
profile now that includes more diverse types of users. Despite this fact, the data is still 
useful for research of this kind in Hong Kong because Hong Kong is at its very early 
stage of e-commerce adoption, and is perhaps, more reflective of the early adopters 
back in 1995 in the United States. 
Similar to the survey of WWW users conducted by SRI International, researcher 
in the present study will add questions about e-commerce, lifestyles, and Chinese 
cultural values in the interest of identifying the relationships between people's 
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adoption of e-commerce, and their values and lifestyles. 
Yew (1997) segmented Hong Kong Internet users into eight lifestyle orientations 
by making use of the VALS 2 survey. They included "experiencers," "leaders," 
"intellectuals," "trendy," "younger," “makers,，，"traditional," and "technical." 
Relationships between VALS types and levels of innovativeness were studied by 
Walling (1985). In his study, he discovered that there were several different types of 
innovativeness and distinct innovation decision-making styles, namely the 'Impulsive 
Risk Taking’ style, the ‘Practical Advantage Seeking' style, and the ‘Traditional 
Preserving' style. These decision-making styles were VALS type specific and 
consistent across all five adopter categories including Experiential, Societally 
Conscious, I-Am-Mes, Achievers, and Emulators. Experientials are direct experience 
seeking, personal-centered, and artistic. Societally Conscious are mission-oriented, 
mature, successfiil, and have a sense of social responsibility. I-Am-Mes are youth who 
are impulsive, dramatic, experiential, and active. Achievers are able leaders who are 
prosperous, self-assured, and materialistic. Emulators are competitive, macho, and 
status-conscious. Each of these VALS types exhibited different levels of 
innovativeness. Experientials, Societally Conscious, and I-Am-Mes were innovators 
who were venturesome and were mainly composed of cosmopolites while Achievers 
and Emulators were early adopters who were opinion leaders in most systems and 
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were composed of localities. Late majority and laggard adopters were found to be 
mostly Belongers and Survivors who were traditional and skeptical of new ideas. 
SRI International (quoted by Staples, 2000, pp.94, 96) identified four groups 
from the VALS typology which were most likely to use a financial advisor. 
Actualizers and Achievers were among the four who were most likely to use an 
advisor. They were both time-starved. But Actualizers were risk-takers and tended to 
invest in stocks or even speculative stocks; they were more willing to pay for an 
advisor out of their own pocket than Achievers who tended to invest in mutual funds. 
Achievers, on the other hand, were terrific for referrals, meaning they would 
recommend an advisor with whom they were happy to their friends and family. The 
other two groups in the VALS typology which were likely to use a financial advisor 
were Fulfilleds and Experiencers. Fulfilleds were older who tended to avoid risks and 
regarded talking to an advisor as a peer discussion in which they were mainly 
interested in verifying what they had already known. On the contrary, Experiencers 
were young risk takers who often did not have enough income to acquire an advisor at 
present, but many of them were up-and-comers as soon as they were mature and 
become increasingly involved in their finances. 
Complementary to the annual tracking study, the Pennsylvania Bureau of Travel 
Department incorporated VALS program into its tourism market study (Shih, 1986). 
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It is worth noting that VALS 2 was developed in the U.S. and it is supposed to be 
more applicable to the Americans. In other words, VALS 2 may not be the most 
sufficient and effective tool in measuring the lifestyles and values of the Hong Kong 
Chinese. A more culturally specific psychographic segmentation system is more 
desirable and appropriate in understanding the lifestyles and values of the Hong Kong 
Chinese in relation to their adoption of e-commerce services. Japan VALS, a 
consumer segmentation system which was developed specially for understanding 
Japanese consumers, is a good role-model for a culturally specific segmentation 
system. Instead of measuring people's self-orientation and resources, Japan VALS 
divides society into segments based on two key consumer attributes: life orientation 
and attitudes to social change. It is designed to explain and model social changes in 
Japan including changes in institutions, ideas, consumer market as well as media, 
which might well be very different from the ones in the United States. The present 
study seeks to test the extent to which VALS 2 applies to Hong Kong and develop a 
psychographic segmentation system which takes into account the Chinese culture. 
In addition to the original VALS 2，the researcher incorporates the Chinese value 
model developed by Yau (1994) to supplement the American-oriented segmentation 
system in the present study. 
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Chinese Cultural Values 
Research in adoption of e-commerce services puts virtually no emphasis on the 
relationship between people's cultural values and their adoption of technologies. Most, 
if not all, studies in new technologies originate in the U.S. which do not to take into 
account the cross-cultural variations. It would be a mistake to transplant findings or 
theories, upon which business or public decisions are based, directly from one culture 
to another, as people's intention or behavior may be driven by cultural values or 
norms. 
The study of "Chinese cultural value" as an independent variable is motivated by 
the increasing importance of e-commerce services adoption for individual, company 
and government decisions, and the fact that previous technology diffusion research did 
not study how e-commerce services adoption was affected by Chinese cultural values 
in a Chinese-dominated community. Unlike traditional commerce, e-commerce is 
boundless and it is conducted across cultures, therefore it is important to take into 
account the variations across cultures. It would be a mistake to assume homogeneity 
in all cultures. It is believed that such knowledge would help providers of e-commerce 
services market online services to Chinese communities. 
Past studies indicated that Chinese cultural values were related to gift-purchasing 
behavior (Yau, Chan, & Lau, 1999)，social relations (Lu，1998), and television 
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commercials (Cheng & Schweitzer，1996; Cheng, 1997), risks and risk-taking (Weber, 
Hsee, & Sokolowska, 1998), print advertising (Chan, 1999; Cheng, 1994), and 
segmentation of youth apparel market (Fok & Chong，1995). 
Theoretical Framework 
Chinese cultural values are exhibited through interpersonal relationships and 
social orientations (Yau, 1994). The value model proposed by Kluckhohn and 
Strodtbeck (1961), which describes the "conception of ordered variation in value 
orientations" (p. 10), can be adopted to give an account of Chinese culture. 
Kluckhohn and Strodtbeck (1961) classified values according to five orientations: 
man-nature orientation (or man-to-nature orientation), human nature orientation (or 
man-to-himself orientation), relational orientation, time orientation, and activity 
orientation (or personal-activity orientation). Yau (1994) made use of Kluckhohn and 
Strodtbeck，s model to study consumer satisfaction and dissatisfaction. He explicated 
the original value dimensions with regard to Chinese culture. His study showed that 
product expectation and product satisfaction were significantly related to the Chinese 
Value Scale which comprised the following dimensions: interdependence, 
continuity/respect for authority, harmony with the universe, harmony with people, 
sincerity/suspicion, Pao (reciprocity), group-orientation, face, abasement, past-
orientation, adaptiveness, respect for experience, conformity to activity, and 
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endurance. The relationships were found to be positive for both measures. 
In the context of the present study, three of the five orientations are particularly 
relevant to the adoption of e-commerce services. They are man-to-nature orientation, 
relational orientation, and time orientation. The other two, namely man-to-himself 
and personal activity orientations, concern abasing resulting from child-rearing 
practices, and moral self-control or self-regulation of an individual respectively. They 
might not be of direct relevance to e-commerce adoption which involves many factors 
other than the personal ones. 
Man-to-nature orientation. Man-to-nature orientation embodies a three-point 
range of variation: subjugation-to-nature, harmony-with-nature, and mastery-over-
nature (Kluckhohn and Strodtbeck, 1961). The three conceptions describe how people 
view their relations with nature or supemature. 
People with a subjugation-to-nature orientation tend to submit to fatalism, 
believing that there is little or nothing they could do to save or protect their possessions 
in natural disasters and accepting it as inevitable. 
People with a mastery-over-nature orientation have a strong belief that they can 
overcome and make use of natural forces of all kinds. This orientation leads them to 
put great emphasis on the use of technology in order to overcome obstacles. 
People with a harmony-with-nature orientation are more likely to believe that 
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"there is no real separation of man, nature, and supemature. One is simply an 
extension of the other, and a conception of wholeness derives from their unity" 
(Kluckhohn and Strodtbeck, 1961, p. 13). This position seems to have been 
dominating the beliefs of the Chinese in many periods of Chinese history. Yau (1994) 
further articulated that "the Chinese regard man as a part of nature, and believe that 
man should not try to overcome or master nature but has to leam how to adapt to it so 
as to reach a harmony" (p.69). People oriented toward harmony-with-nature might 
view the use of new technology as a representation of the mastery-over-nature 
orientation, in which they do not believe. 
Liu (1966) adopted Kluckhohn and Strodtbeck's methodology to describe the 
value orientations of Hong Kong teenagers and their parents. A significant change 
from their parents with regard to the time, man-nature and relational orientations was 
evident in Liu's study. He, however, warned that “it would be a serious mistake to 
assume that [the influence of the West] completely eradicated the older Confucian-
value orientation" (p. 55). He cited an example to illustrate the prominent position of 
traditional Chinese culture among Chinese — "mastery of traditional Chinese learning 
as an important prerequisite for achieving status among intellectuals in Chinese 
society" (p.55). Yau (1994) pointed out that “ strong vestiges of the Chinese heritage 
are rooted in the family and kinship relations" (p.67). It is evident that cultural values 
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are related to behavior or at least mentality. 
Relational orientation. Relational orientation refers to the definition of one's 
relation to the other. It contains three relational principles: the individualistic, the 
collateral, and the lineal. 
A dominant individualistic orientation calls for a primacy of the goals and 
interests of an individual, meaning "each individual's responsibility to the total society 
and his place in it are defined in terms of goals (and roles) which are structured as 
autonomous, in the sense of being independent of particular lineal or collateral 
groupings" (Kluckhohn and Strodtbeck, 1961, p.l8). 
If the collateral principle is dominant, the goals and welfare of the laterally 
extended groups have primacy over the goals of individual or lineal groups. This 
orientation does not put much emphasis on the between-group goals. Similar groups 
are independent of each other and continuity of group relationships through time (e.g. 
kinship, and cultural inheritance) is not as important as in the lineal orientation. 
Sibling relationships, for instance, are collateral-oriented. 
In addition to the demand for a primacy of collective goals, the lineal orientation 
stresses "continuity of group through time" and "ordered positional succession within 
the group" (Kluckhohn and Strodtbeck, 1961，p.19). Inheritance and kinship structure 
prevail when lineality dominates the relational system. 
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The relational system rooted in most of the Hong Kong Chinese is largely built 
upon the lineal principle. Respect for authority, interdependence, face, and group 
orientation are critical in the characterization of the Chinese relational system. Yau 
(1994) explicated how these facets of the Chinese relational orientation in relation to 
consumer behavior in China. 
With regard to the adoption of e-commerce services, three of the four aspects of 
the Chinese relational principle seem particularly relevant: Interdependence, face, and 
group orientation. 
In dealing with interpersonal relations, the Chinese conform to the principle of 
"doing favors"(人 1青)，which denotes one's honor to another. Yau argues that the 
principle of "doing favors" has a strong impact on social and business behavior in 
maintaining relations among Chinese. It is exhibited in the practice of presenting gifts 
which are considered as a form of 丄/-property (禮)• Reciprocity of favors between two 
parties is regarded as a necessary condition to develop affinity. E-commerce does not 
seem to be compatible with the principle of "doing favors" in a Chinese society 
because gift-giving via the Net does not require face-to-face communication between 
the gift presenter and the recipient. Personal interaction in the event of gift-giving is 
vital in the Chinese context as it denotes faith and sincerity (誠意).Otherwise, the 
recipient would consider it an act of negligence. Thus, interdependence might be an 
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obstacle to the adoption of e-commerce services. 
The concept of face guides the interpersonal relationship in Chinese society. 
According to Hu's (1944) classification, face comprises lien (臉)and mien-tsu (面子). 
Lien "represents the confidence of society in the integrity of ego's moral character, 
loss of which makes it impossible for him to function properly within the community" 
(p.45) while mien-tsu "stands for the kind of prestige that is emphasized... a reputation 
achieved through getting on in life, through success and ostentation" (p.45). Mien-tsu 
is a representation of status in a social system and it is maintained by means of meeting 
the expectation of others (Yau, 1994). In contemporary Chinese society, mastery of 
new communication technology is regarded as an important prerequisite for securing a 
good job and subsequently success. If this belief holds, e-commerce adoption might 
be a result of the pervasive influence of face in the Chinese relational system.‘ 
As mentioned, inheritance and kinship structure prevail when lineality dominates 
the relational system. The Chinese family and kinship system can best reflect the 
collectivistic nature of the Chinese. Yau (1994) has noted that “a Chinese individual 
should always take into account other member in the family... or the group that he is 
affiliated with rather than with individualized self-fulfillment" (p.76) when making 
decisions. According to Yau (1994), the collectivistic nature of Chinese community 
has two broad implications for the adoption of e-commerce: the salience of word-of-
35 
mouth communication and the strong compliance of the Chinese with group norms. It 
is expected that adoption of e-commerce may be derived not solely from one's own 
decision, but from most members of the family or extended family and affiliated 
groups. 
Weber et al. (1998) used proverbs, which are part of a nation's culture and reflect 
the nation's beliefs and values, to reveal cultural differences in how Chinese and 
American citizens viewed risks and risk-taking. When Chinese and American 
students compared proverbs from their countries, they all agreed that Chinese proverbs 
generally advocated greater risk-taking than did American proverbs. Moreover, 
Chinese citizens generally viewed proverbs as advocating more risk in financial 
situations than in social situations. There was no such distinction made by American 
participants. Weber argued that the reason for the fact that Chinese people believe that 
proverbs advocate more risk seeking in financial situation than they do in social setting 
was the collectivist culture of China. This characteristic allows people to take greater 
risks because citizens know that their network of friends and family will help them in a 
crisis. In America's individualistic culture, people have to be more careful financially 
because they do not have the cushion of a social network to fall back on. On the other 
hand, Americans do not have to worry much about their social network. German 
proverbs were found to be closer to Chinese ones in terms of risk seeking and risk 
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aversion. It might be due to the fact that German culture is quite collectivist in a social 
sense, like China's, even though the country has an economic system that is more like 
America's. 
Time orientation. In Kluckhohn's and Strodtbeck's (1961) conception of 
temporal focus, there were three time orientations: the Past, the Present, and the Future. 
All of these time orientations exist in every society, but each of which has "the 
preferential ordering of the alternatives" (p.14). 
If the Present time alternative is placed in the first-order position, little attention 
will be paid to what has happened in the Past; and the Future will be considered both 
vague and unpredictable. 
When the Future time orientation is dominant, people tend to think that the Past 
are no good simply because they are Past; and they do not satisfy with the Present 
either. "Change" receives high evaluation from those who give first-order value 
preference to the Future time orientation. 
A dominant Past time orientation calls for a primacy of ancestor worship and a 
strong belief in continuity. Kluckhohn and Strodtbeck (1961) have contended that 
Chinese place an emphasis upon the Past: 
Historical China was a society which gave first-order preference to the 
past-time orientation. Ancestor worship and a strong family tradition were 
both expression of this preference. So also was the Chinese attitude that 
nothing new ever happened in the Present or would happen in the Future; it 
had all happened before in the far distant Past (p. 14). 
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This does not mean that the Chinese disregard the Present or the Future. It is a 
matter of rank-order emphases. 
Preferences for a particular time orientation might differ across generations in a 
society. The younger generation in Hong Kong might be more Present- or Future-
oriented. Nevertheless, e-commerce adopters and potential adopters with sufficient 
purchasing power are in their 30s and early 40s. This group of consumers is more 
oriented toward the Past and believes that interrelations with objects and others are 
continuous. E-commerce, as a new and developing concept, is not compatible with 
their value orientation in terms of temporal focus. Hence, it is expected that the time 
orientation as preferred by the Chinese might hinder the adoption of e-commerce in 
Hong Kong to some extent. 
In addition to people's lifestyles and cultural values, research has confirmed that 
people's perceptions of a product or service play an important role in their choice of 
that product or service. This contention may apply to e-commerce adoption. The way 
people perceive different aspects of e-commerce largely determines their adoption 
behavior or intent. In the following paragraphs, a review of the diffusion literature will 
be presented. 
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Diffusion of Innovations 
As mentioned earlier, the present study attempts to examine how people's 
attitudes or perceptions toward e-commerce affect their e-commerce adoption decision. 
It is, therefore, essential to look at the past diffusion studies before the formulation of 
hypotheses. 
Theoretical Framework 
The diffusion of innovations, as defined by Rogers, is “the process by which an 
innovation is communicated through certain channels over time among the members 
of a social system" (1995, p.5). The act and rate of adoption are influenced by four 
major factors: (1) adopter-related personality variables such as traits and 
'innovativeness'; (2) socioeconomic influences; (3) interpersonal communication 
influence; and (4) attributes of an innovation and benefits, such as relative advantage, 
compatibility, complexity, trialability and observability (Rogers, 1995). Adoption, as 
Rogers puts it, is “a decision to make full use of an innovation as the best course of 
action available" (p.21). 
Innovativeness is an attribute of a social actor which refers to the degree to which 
an individual or organization is relatively earlier to adopt than others (Rogers, 1995). 
The attributes of innovations are means for predicting the rate of adoption of 
innovations. Adoption is likely to occur when people perceive or obtain benefits from 
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an innovation. An adoption or non-adoption decision is also determined by the degree 
to which people's perceived advantage from the innovation is compatible with their 
existing values and needs (Rogers, 1995). 
Innovation-decisions occur not only at the individual level. Many innovations, 
particularly technological innovations, are adopted by organizations. Individual 
adoption of an innovation is contingent upon the iimovativeness process in 
organizations. In other words, individuals cannot possibly shop or make transactions 
on the Internet unless organizations have previously adopted e-commerce and 
subsequently provide e-commerce services on the Internet. This is what Rogers called 
"contingent innovation-decision". Contingent innovation-decisions are “choices to 
adopt or reject that can be made only after a prior innovation-decision" (Rogers, 1995, 
p.372). In the case of e-commerce, a contingent innovation-decision consists of an 
authority innovation-decision followed by optional innovation-decisions. Authority 
innovation-decisions refer to the “choices to adopt or reject an innovation that are 
made by a relatively few individuals in a system who possess power, status, or 
technical expertise" (p.372). As for e-commerce, governments, big corporations and 
business tycoons are capable of initiating the implementation of e-commerce. The 
Hong Kong Government has actively promoting e-commerce to the business sector. It 
has taken the lead in establishing a local public key infrastructure through the 
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Hongkong Post. The Electronic Service Delivery (ESD) Scheme, launched by the 
Hong Kong Government to deliver Government services online, is expected to 
"pump-prime the development of electronic commerce in the private sector" 
(Information Technology and Broadcasting Bureau, 1999). In addition, the 
introduction of an Electronic Transaction Bill which is intended to give electronic 
records and digital signatures the same legal status as that of their paper-based 
counterparts. All these initiatives taken by the authority have encouraged the optional 
innovation-decisions of organizational and individual adopters. Optional innovation-
decisions are "choices to adopt or reject an innovation that are made by an individual 
independent of the decisions by other members of a system" (Rogers, 1995, p.372). 
Individual users of the Internet have the choice of an optional innovation-decision, but 
choose among the options that are under the supervision of certain regulatory bodies; 
and the provision of products and services on the Internet is contingent upon certain 
big corporations and business tycoons. Individual's innovation behavior is 
constrained and largely determined by the authorities which possess power, status, or 
technical expertise. 
In the innovation-decision process, people evaluate the benefits and costs 
resulting from adoption of an innovation. Rogers (1995) has provided diffusion 
scholars with several subdimensions of relative advantage including the degree of 
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economic profitability, low initial cost, a decrease in discomfort, social prestige, a 
savings in time and effort, and the immediacy of the reward. The degree to which 
these subdimensions would have an impact on adoption of innovations varies 
depending on the nature of the innovation and people's perception of the relative 
importance of these subdimensions. 
Compatibility also serves as another factor which determines the adoption of an 
innovation. Again, compatibility refers to whether "the innovation is perceived as 
consistent with social-cultural values and beliefs, previously introduced ideas, or 
potential adopter's needs for the innovation (Rogers, 1995). 
Another factor that contributes to the adoption or non-adoption of an innovation 
is its perceived complexity. Complexity, in the diffusion study, refers to “the degree to 
which an innovation is perceived as relatively difficult to understand and use" (Rogers, 
1995). Researchers could classify any innovation on the complexity-simplicity 
continuum. 
Any innovation would not diffuse as rapidly as it normally is unless the results or 
benefits of an innovation, as perceived by the potential adopters, are easily observed 
and communicated to others. Unlike perceived relative advantage, observability (or 
observed benefits/results) refers to short-term or immediate results or benefits. These 
perceived observed benefits/results are more than general ones. Variations exist 
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among the perceived observed benefits/results of an innovation specific to the 
immediate self of individuals. As the uses and gratifications of e-commerce to 
different individuals vary, perceived observed benefits/results specific to individuals 
themselves would differ. 
In the past 50 years, thousands of empirical studies have been carried out, based 
on the theoretical framework of diffusion of innovations, in an attempt to study the 
adoption and adopters of innovations. Diffusion studies in recent decades have 
attempted to shed light on adoption of new information and communication 
technologies such as mobile phones (Leung and Wei, 1999), interactive television 
(Leung and Wei, 1998), cable television (Atkin, 1993), multimedia cable technology 
(Lin & Jeffres, 1998)，the Internet (Atkin, Jeffres & Neuendorf, 1998), telecommuting 
(Leung, 2000), and online service adoption (Lin, 2001). 
Leung (2000) examined Rogers' (1995) four perceptual factors (relative 
advantages, compatibility, complexity, and observed benefits) that influenced the 
adoption of telecommuting at societal, organizational, and individual levels. The 
study assessed information workers' predisposition toward telecommuting and 
intention to adopt in relation to demographics, perceived attributes toward 
telecommuting, need for innovativeness, ownership of new media technologies, job 
satisfaction, quality of life, and mass media use. The study revealed that the more 
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positive both employers and employees on four perceptual factors (perceiving 
telecommuting as less complex, viewing more advantages, observing more benefits, 
and considering telecommuting more compatible with existing values) were more 
likely to adopt telecommuting. 
Li et al. (1999) tested perceived channel utilities together with channel 
knowledge, shopping orientations, and demographics in relation to consumer's online 
buying behavior. They found that perceived distribution utility, perceived 
accessibility, channel knowledge, convenience orientation, experience orientation, and 
education are predictors of online buying status of Internet users. 
A review of the literature pertaining to values and lifestyles, Chinese cultural 
values, and diffusion of innovations suggests possible interrelationships among these 
variables. Unfortunately, the full set of interrelationships among values and lifestyles, 
cultural values, perceived attributes of e-commerce services, and adoption and likely 
adoption of e-commerce did not receive much attention in the past studies. The 
present study therefore attempts to fill this gap in the literature by investigating 
specifically if people's lifestyles and values in a specific cultural setting and their 
perceived attributes of e-commerce services have an impact or impacts on the adoption 
and likely adoption of e-commerce services. 
To explain the adoption and likely adoption of e-commerce services under the 
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conditions of lifestyles, cultural values, attitudes toward e-commerce, and 
demographics, a conceptual model has been developed. Figure 3 presents the 
conceptual model, explaining adoption and likely adoption of e-commerce services 
under the influences of how individuals perceives the attributes of e-commerce 
services, lifestyles, cultural values as well as demographics. 
The model comprises the following components: 1) lifestyles, 2) cultural values, 
3) perceived attributes of e-commerce services, 4) demographics, 5) adoption of e-
shopping, 6) adoption of e-banking, 7) adoption of e-brokerage, 8) adoption of total 
e-commerce, 9) desirability to adopt e-commerce, and 10) likelihood to adopt e-
commerce. The first four components are independent variables of the model while 
the last six components are dependent variables. 
Associations between variables in the model are indicated by arrows which show 
the direction of the hypothetical relationships. To achieve a more manageable and 
focused study, only a limited number of variables and links are presented in this model. 
The hypotheses that will be presented in the next chapter reflect only a small number 
of potential links within the scope of the present study. 
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Figure 3 A Conceptual Model on Consumer E-commerce Adoption Behavior 
and Adoption Intention 
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The present study examines if people's lifestyle orientations, cultural values, 
which are intrinsic to the Hong Kong Chinese, and people's perception of the 
perceived attributes of e-commerce are predictors for e-commerce adoption and likely 
adoption. Since b-2-c e-commerce is a broad business concept that comprises many 
types of services, for example, online shopping, banking, brokerage, auction, and 
insurance, it is not practical to study all of the e-commerce services in one study. In 
addition, some of the services such as online insurance are not yet available in Hong 
Kong. The focus of this study is, therefore, placed upon the e-commerce services that 
are of relevance and importance to Hong Kong: online shopping, online banking, and 
online brokerage. For the sake of conciseness, however, the three selected types of 
e-commerce services are integrated into one single variable termed "total e-commerce 
services." This variable is created by computing the three types of e-commerce 
services. 
Lifestyles, as mentioned earlier, are arranged in a rectangle along two dimensions: 
resources and self-orientation. Resources are measured in terms of education, income， 
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self-confidence, health, eagerness to buy, intelligence, and energy level. Self-
orientation embodies three patterns of attitudes and activities including principle, 
status, and action. In the previous lifestyle studies (Shih, 1986; quoted by Staples, 
2000; Walling, 1985), self-orientations are found associated with people's behavior; 
and resources are found positively related to consumption behavior while no 
consistent evidence about the relationship of age and iimovativeness has been found. 
As a resource one can acquire during his or her lifetime, years of formal 
education largely determine one's cognitive ability that would in turn affect his or her 
capacity to digest and make sense of an innovation. The chance of one's adoption of 
an innovation is low if he or she lacks sufficient comprehension of the uses and 
mechanics of the innovation. 
To test these constructed theoretical elements, the following hypothesis are 
formulated. 
Hi 1: Lifestyles will be predictive of e-commerce services adoption. 
Hi 2: Lifestyles will be predictive of likely adoption of e-commerce services. 
To take into account the cross-cultural variations among people in different 
cultural settings, a hypothesis pertaining to Chinese cultural values is thus formulated. 
The impact of the Chinese cultural values on the Chinese is profoundly exhibited in the 
socio-economic, cultural, and political activities despite the great influence from the 
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West. Essentially, there are five aspects of culture with which people in a given culture 
must cope: man-to-nature, man-to-himself, relational, time, and personal activity 
orientations (Kluckhohn and Strodtbeck, 1961). As for the adoption of e-commerce 
services, only man-to-nature, relational, and time orientations are of direct relevance. 
Hence, it is hypothesized that: 
H21: Chinese cultural values will be predictive of e-commerce services adoption. 
H2 2： Chinese cultural values will be predictive of likely adoption of e-commerce 
services. 
People's subjective experiences with and perception of the innovation affect 
adoption. As Thomas and Znaniecki put it in 1927, “If men perceive situations as real, 
they are real in their consequences"(quoted by Rogers, 1995). In the present study, as 
the researcher do not attempt to compare different innovations, the objective attributes 
of e-commerce will not be measured. Instead the researcher is trying to measure 
adopter's and non-adopter's subjective experiences with and perception of this 
emerging technology resulting from their lifestyles, and cultural values. When a 
technology is perceived to have advantages and offer benefits that are compatible with 
people's existing values and needs, it is likely to be adopted (Rogers, 1995) and vice 
versa. Therefore, the following hypotheses are proposed: 
H31: People's perceptions of the attributes of e-commerce will be predictive of 
e-commerce services adoption. 
H3 2： People's perceptions of the attributes of e-commerce will be predictive of 




Sample and sampling procedure 
Data for this study were collected through a telephone survey using a probability 
sample in Hong Kong during April 2001. The survey area covered a geographic 
region dominated by the Chinese with a population base amounting to 7 million. The 
number of households in Hong Kong, according to the Census and Statistics 
Department (2000c), has reached a two million mark by the end of 1999. 
A pilot study was conducted before the actual execution of the telephone survey 
in March 2001. Ten questionnaires were obtained from the pilot study. Ambiguities 
and inconsistencies were found and eliminated from the questionnaire. Order of some 
questions was reorganized to present a clearer structure. 
Since the original VALS 2 questionnaire was in English, it was translated into 
Chinese with an effort to maintain the meaning of the original questions. However, 
with the differences in culture, one of the questions could hardly be translated without 
altering the original meaning. The question in the original VALS 2 survey reads, 'the 
Federal government should encourage prayers in public school." This question was 
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culturally specific that "federal government" is not relevant in the Hong Kong context 
and Hong Kong has a somewhat different interpretation of "public school" compared 
with their American counterparts. Furthermore, Hong Kong does not have a national 
religion or promote any kind of religious activities whatsoever. Prayers or other 
religious cults are not a question in the Hong Kong educational system. In order to 
retain the essence of the original question, the Chinese version of the question 
addressed the problem of moral education in schools (including government, 
subsidized, and private schools). 
The sample was drawn from the Hong Kong White Pages at random. Overall, 
420 completed questionnaires were obtained, reflecting a 64 percent response rate. Of 
the 420 respondents, 95 were e-commerce adopters and 325 non-adopters. 
A member of the randomly selected household was chosen based on the last-
birthday method. That is, the interviewer requested to talk to the person over 18 in the 
household who had had the most recent birthday. Before the eligible person was 
selected, the interviewer asked if anyone in their household had access to the Internet 
such as computers at home, workstations at work or school, Personal Digital Assistant 
(PDA) and WAP phone. The answer to this question determined whether they were 
able to make transactions of any kind online. It served as a screening question which 
helped include only respondents who had the facilities to go online. This 
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characteristic is a prerequisite for the adoption of e-commerce services. 
Sample Profiles 
Adopters of e-commerce. E-commerce adoption of the present sample was at 
23%. The average adoption duration for e-commerce services was 1.6 years. The 
adoption of the three selected e-commerce services including e-shopping, e-banking, 
and e-brokerage reached .81, .59, and .27 respectively. Adopters' average media use 
frequencies reflected 1.7 hours of daily TV viewing, 0.9 hour of daily radio listening, 
and 5.6 days of weekly newspaper reading. The sample comprised 66.3 % males and 
33.7% females, ranging in age from 18 to 75. Mean age was around 25. In terms of 
other demographic characteristics, 69.5% of the adopters were single, 45.3% 
completed secondary education, and 52.6% possessed some form of tertiary education, 
while monthly household income was in the range of HK$25,001-30,000. In the 
present sample, 33.7% were professionals, while 13.7%, 13.7%，and 12.6% were, 
executives or managers, white collar workers, and students respectively. The rest of 
the sample consisted of teachers (5.3%), service workers or sales persons (5.3%), blue 
collar workers (4.2%), civil servants (3.2%), home-makers or self-employed (3.2%), 
the unemployed or retired (2.1%), and business persons (1.1%). 
Non-adopters of e-commerce. More than 60% of the non-adopters of e-
commerce had a low evaluation of their knowledge and understanding of e-commerce 
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while about 30% of the non-adopters admitted a fair understanding of e-commerce. 
Only less than 10% of the non-adopters self-reported a high understanding of e-
commerce. Non-adopters' average media use frequencies reflected 2 hours of daily 
TV viewing, 0.9 hour of daily radio listening, and 5.7 days of weekly newspaper 
reading. The sample comprised 52.3 % males and 47.7% females, ranging in age from 
18 to 75. Mean age was around 22. In terms of other demographic characteristics, 
61.2% of the adopters were single, 52.6% completed secondary education, and 36.1% 
possessed some form of tertiary education, while monthly household income was in 
the range of HK$20,000-25,000. Of the 325 non-adopters, 28.8% were students, 
while 17.6%, 11.9%, and 9.7% were white collar workers, professionals, and service 
workers or sales persons respectively. The rest of the sample consisted of civil 
servants (7.2%), executives or managers (6.3%), teachers (4.7%), home-makers or 
self-employed (4.4%), blue collar workers (3.8%), the unemployed or retired (3.1%), 
and business persons (2.5%). 
Measuring Adoption and Adoption Intention 
Adoption of e-commerce services was measured in terms of the types of e-
commerce services adopted and frequency of usage. Respondents were asked to 
report (1) whether they had ever used the three types of e-commerce services in Hong 
Kong, and (2) how often they had conducted transactions with regard to the above 
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mentioned e-commerce services on the Internet on a five-point Likert scale, as “1” 
means “not often" and “5” "very often.” 
Two statements were used to measure non-e-coimnerce users' adoption intention. 
They were asked (1) how desirable it was that they would adopt e-commerce services 
in the next five years on a five-point Likert scale, where “1” reflects "very 
undesirable" and “5” “very desirable," and (2) to evaluate the likelihood to adopt e-
commerce services in the next five years, once again, on a five-point Likert scale, with 
“1” representing "very unlikely" and “5” "veiy likely." 
Measuring Lifestyles 
Adopting the lifestyles psychographic segmentation system developed by SRI 
International, the present study measured self-orientation which includes attitudinal 
and behavioral questions such as “I am often interested in theories," “I love to make 
thing I can use everyday," “I consider myself an intellectual," and “There is too much 
sex on television today." The resources items concerned respondents' education, 
income, self-confidence, health, eagerness to buy, intelligence, and energy level. 
Except for education and income, a total of 35 items measured on a five-point Likert 
scale, with 1 representing “mostly disagree" “5” “mostly agree" were presented to the 
respondents. 
The principal component factor analyses with varimax rotation resulted in five-
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factor solutions with eigenvalues greater than 1.0, explaining 60.8% of total variance 
(see Table 2). 
Factor 1, Experiencers (eigenvalue = 5.6, variance = 17.9%, after rotation), 
consisted of six items. This index described respondents themselves as variety and 
excitement seeking. Factor 1 had the highest aggregated mean score of 3.20 (SD = 
4.34, Cronbach's alpha = .86). 
Factor 2, Strivers (eigenvalue 二 2.2, variance = 13.3%), comprised four items. 
This factor depicted respondents as having limited resources but a strong need for 
approval from others. Many of them seek to be stylish. Factor 2 had the fourth highest 
mean score of 2.62 (SD = 2.96，Cronbach's alpha = .82). 
Factor 3, Makers (eigenvalue =1.8, variance = 11.9%), contained four items. It 
categorized respondents who have constructive skills and value self-sufficiency. 
Factor 3 had the lowest mean score of 2.51 (SD = 3.20, Cronbach's alpha = .74). 
Factor 4, Actualizers, (eigenvalue = 1.4, variance = 9.6%) contained three items 
describing respondents as "take-charge" people with high self-esteem. Factor 4 had 
the third highest mean score of 3.05 (SD = 2.15，Cronbach's alpha 二 .72). 
Factor 5, Fulfilleds, (eigenvalue = 1.2, variance = 8.1%) consisted of three items. 
It qualified respondents as mature people who value knowledge and are guided by 
firmly held principles. Factor 4 had the second highest mean score of 3.15 (SD = 
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2.36, Cronbach's alpha = .49). 
Table 2 
Factor Loadings (principal components, varimax rotation) 
of 20 lifestyle Indicators 
(N = 420) 
Factors  
Mean S.D. 1 2 3 4 5 
Experiencers 
I like a lot of excitement in my life 2.95 1.01 .76 .26 -.01 .11 -.03 
I am always looking for a thrill 2.98 0.97 .74 .23 .15 .06 -.07 
I like the challenge of doing something I 3.42 0.91 .74 .01 .18 .14 .06 
have had done before . . 
I like doing things that are new and 3.19 0.95 .71 .14 .25 .10 .13 
different 
I often crave excitement 3.12 0.96 .70 .21 -.08 .26 .16 
I like trying new things 3.55 0.87 .66 .13 -.02 .09 .33 
Strivers 
I follow the latest trends and fashions 2.83 0.87 .14 .81 .03 .13 .16 
I dress more fashionably than most people 2.63 0.87 .15 .81 .03 .14 .12 
I like to dress in the latest fashions 2.58 0.99 .32 .75 .13 .08 .05 
I want to be considered fashionable " 2.46 0.93 .17 .69 .15 .09 -.26 
Makers 
I like to make things with my hands 2.80 1.09 .16 -.06 .82 -.03 .15 
I like making things of wood, metal, or 2.19 1.05 .10 .06 .75 .04 -.05 
other such material 
I would rather make something than buy it 2.46 1.03 .03 .04 .72 .11 -.06 
I love to make things I can use everyday 2.63 1.08 .07 .17 .66 -.04 .22 
Actualizers 
I like being in charge of a group 3.11 0.97 .16 .08 .06 .82 .04 
I like to lead others 2.95 0.91 .35 .08 .09 .77 .05 
I have more ability than most people 3.09 0.80 .06 .24 -.04 .67 .17 
Fulfilleds 
I like to learn about art, culture, and history 3.12 1.12 .13 -.09 .03 .15 .68 
I am often interested in theories 3.25 1.04 -.07 .04 .16 .07 .64 
I would like to understand more about how 3.07 1.18 .28 .02 .12 -.07 .63 
the universe works 
Eigenvalue 5.6 2.2 1.8 1.4 1.2 
Variance explained 17.9% 13.3% 11.9% 9.6% 8.1% 
Cronbach's Alpha .86 .82 .74 .72 .49 
Note: The scale used: 1 = Strongly disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly agree. 
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Measuring Chinese Cultural Values 
Chinese cultural values were operationalized using measures developed by Yau (1994). 
Twenty-two common Chinese sayings were selected out of 45 to assess the degree to 
which an individual submitted to the Chinese cultural values. Once again, a five-point 
Likert scale was used, with “1” representing "strongly disagree", “5” "stron^y agree." 
The principal component factor analyses with varimax rotation identified four 
factors with eigenvalues greater than or equal to 1.0, explaining 57.7% of total 
variance (see Table 3). 
Factor 1, Face (eigenvalue = 3.5, variance = 16.7%，after rotation), consisted of 
three items. This revealed the respondents' belief in the integrity of ego's moral 
character and the status in a social system. Factor 1 had the second highest mean score 
of 3.84 (SD = 2.24, Cronbach's alpha = .67). 
Factor 2, Harmony with Nature (eigenvalue = 1.6, variance = 14.5%), comprised 
three items. This factor characterized respondents as having a strong belief in 
harmonious relationships with nature or supemature. Factor 2 had the lowest mean 
score of 2.80 (SD = 2.83, Cronbach's alpha = .65). 
Factor 3, Past-time orientation/Continuity (eigenvalue = 1.5，variance = 14.3%), 
comprised four items reflecting the primacy of ancestral worship and continuity in the 
value system of the respondents. Factor 3 had the third highest mean score of 3.23 
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Table 3 
Factor Loadings (principal components, varimax rotation) 
of Chinese Cultural Values 
(N = 420) 
Factors  
Mean S.D. 1 2 3 4 
Face 
If you honor me a linear foot, I should in 3.75 1.04 .78 .16 -.02 .07 
return honor you ten feet 
At a different time and in a different place we 3.87 0.91 .76 .21 -.05 .13 
will meet again 
Face is honored by others; shame is sought 3.90 0.94 .58 .07 .16 .22 
by ourselves 
Harmony with Nature 
Fate is predestined 2.75 1.23 .02 .75 .22 -.07 
Life and death are fated; wealth and honors 3.20 1.28 .25 .73 .04 .14 
hinge on the will of providence 
He who submits to Heaven shall live; he 2.48 1.18 .10 .70 -.06 .01 
who rebels against Heaven shall perish 
Past-time Orientation/Continuity 
To have a son for old age is to stock 3.17 1.26 .10 -.06 .79 -.13 
provision for rainy days 
Of three practices of unfilial piety, having 2.67 1.26 -.19 .29 .73 .14 
no sons is the greatest 
Reject an old man's advice and you'll soon 3.39 1.02 .33 .14 .58 .15 
pay for it 
Old parents are just like a treasure in your 3.67 0.98 .42 -.10 .53 .23 
house when living with you 
Interdependence 
Help each other whenever in need 4.31 0.76 .17 -.15 .05 .76 
It is more urgent to pay back favors than 3.47 0.98 .09 .28 .08 .68 
debts 
Never forget what others have done to you 3.89 0.93 .47 .11 .11 .58 
Eigenvalue 3.5 1.6 1.5 1.0 
Variance explained 16.7% 14.5% 14.3% 12.2% 
Cronbach's Alpha .67 .65 .64 .56 
Note: The scale used: 1 = Strongly disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly agree. 
(SD 二 3.12，Cronbach's alpha = .64). 
Factor 4，Interdependence (eigenvalue = 1.0, variance = 12.2%), comprised three 
items. It showed the belief that the principle of "doing favors" has a strong impact on 
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social and business behavior in maintaining relations among Chinese. Factor 4 had 
the highest mean score of 3.89 (SD = 1.96，Cronbach's alpha = .56). 
Measuring Perceived Attributes toward E-commerce Services 
Rogers (1995) proposed five attributes of an innovation that may help determine 
the rate of adoption: relative advantage, compatibility, complexity, trialability, and 
observability. Rogers' construct was tested mostly upon agricultural innovations. It 
may, therefore, not be of direct relevance to innovations of all kinds. In the present 
study, the component "trialability" may not be relevant when it comes to the adoption 
of e-commerce services. Trialability refers to "the degree to which an innovation may 
be experimented with on a limited basis" (Rogers, 1995) which involves no monetary 
cost or obligation of any kind. As for e-commerce, it is a channel through which 
transactions are made on real-time basis. Once consumers click on a button to make a 
purchase, they are considered users of e-commerce services. It is not a concern if they 
are pulling money out of their own pocket or using gift coupons to make the purchase. 
Downloading free music files and software programs on the Internet are trials of 
products but not e-commerce per se as no monetary cost is involved. Moreover, 
looking for information or comparing prices between products or services on the 
Internet is not regarded as an adoption behavior. Therefore, there is virtually no trial in 
the case of e-commerce. "Compatibility", as it has already been measured in terms of 
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cultural values, was dropped from the analysis to avoid redundancy. As mentioned 
earlier in the literature review chapter, compatibility refers to the degree to which an 
innovation is perceived as being consistent with the existing values, past experiences, 
and beliefs. As cultural values are representations of one's existing values, past 
experience, and beliefs, Yau's (1994) cultural values model would sufficiently 
measure how compatible e-commerce is with the existing values of the respondents. 
Thus this leaves three components: "relative advantage," "complexity," and 
"observability" that would be meaningful to e-commerce services adoption. 
Three sets of questions, containing altogether 16 statements on the perceived 
attributes of e-commerce services, were used in the questionnaire. Both motivating 
and inhibiting factors were included in the statements. These factors included free 
from intermediaries, reduction in the price of products and services, improved access 
to information, convenience, lack of social interaction, ease of learning and use, lack 
of trust and privacy, uncertainty about the regulatory environment, unreliable 
infrastructure, and security issue. Respondents were asked to rank each statement on a 
five-point Likert scale, with “1” representing “strongly disagree，，and “5” "strongly 
agree." 
Adopters，Attitudes toward E-commerce. The principal component factor 
analyses with varimax rotation was used to extract the perceptual factors of e-
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commerce service for adopters. The analysis identified three factors with eigenvalues 
greater than 1.0, explaining 60.4% of total variance (see Table 4). 
Factor 1, Complexity (eigenvalue = 2.5, variance = 21.9%, after rotation), 
consisted of three items. This revealed the adopters' perception that e-commerce 
would be troublesome because it relies on good research on the security issue; 
intimidating because it requires higher computer literacy; and more complicated 
because protection of personal data from loss and leakage during transmission on the 
Internet would be difficult to control. Factor 1 had the lowest mean score of 2.81 (SD 
=2.43, Cronbach's alpha 二 .71). 
Factor 2, Observed benefits/results (eigenvalue = 1.8, variance = 20.4%), 
contained three items revealing the perception that e-commerce allowed the absence 
of intermediaries which reduces costs, improves customers' access to information; 
reduces the price of products and services, and e-commerce is convenient. Factor 2 
had the highest mean score of 3.88 (SD = 2.68, Cronbach's alpha = .60). 
Factor 3, Relative Advantage (eigenvalue = 1.2, variance = 18.1%), comprised 
two items. It showed the belief that e-commerce helps protect the environment and 
saves money on transportation and delivery. Factor 3 had the second highest mean 
score of 3.56 (SD = 2.06, Cronbach's alpha = .67). 
61 
Table 4 
Factor Loadings (principal components, varimax rotation) of 
Adopters' Attitudes toward E-commerce 
(N = 95) 
Factors  
Mean S.D. 1 2 3 
Complexity 
E-commerce is troublesome because it 2.85 1.04 .90 -.01 -.03 
relies on good research on the security issue 
E-commerce is intimidating because it 2.31 1.01 .74 -.12 .15 
requires higher computer literacy 
E-commerce is more complicated because 3.25 1.01 .72 -.04 -.27 
protection of personal data from loss and 
leakage during the transmission on the 
Internet will be hard to control 
Observed benefits/results 
E-commerce allows the absence of 3.89 1.00 -.15 .73 -.13 
intermediaries which reduces costs 
E-commerce is convenient 4.27 0.75 -.25 .69 .11 
E-commerce improves customers' access to 3.94 1.06 .14 .65 .23 
Information 
E-commerce reduces the price of products 3.41 1.13 .03 .55 .33 
and services 一 
Relative Advantage 
E-commerce helps protect the environment 3.50 1.13 -.06 .02 .88 
E-commerce saves money on transportation 3.62 1.23 -.04 .29 .76 
and delivery 
Eigenvalue 2.5 1.8 1.2 
Variance explained 21.9% 20.4% 18.1% 
Cronbach's Alpha .71 .60 .67 
Note: The scale used: 1 = Strongly disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly agree. 
Non-adopters ‘ Attitudes toward E-commerce. Similarly, the principal component 
factor analyses with varimax rotation was used to extract to perceptual factors of e-
commerce service for non-adopters. The analysis identified three factors with 
eigenvalues greater than 1.0, explaining 59.1% of total variance (see Table 5). 
Factor 1，Relative Advantage (eigenvalue = 2.8, variance = 21.1%, after rotation), 
consisted of three items. It indicated the belief that e-commerce saves money on 
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Table 5 
Factor Loadings (principal components, varimax rotation) of Non-adopters' 
Attitudes toward E-commerce Services 
(N = 325) 
Factors 
Mean S.D. 1 2 3 
Relative Advantage 
E-commerce saves money on transportation 3.60 1.14 .81 .05 .10 
and delivery 
E-commerce helps protect the environment 3.36 1.12 .80 .03 .07 
E-commerce saves time on shopping 3.72 1.14 .58 .28 .27 
around, and transportation 
Complexity 
E-commerce is more complicated because 3.67 1.11 .10 .81 -.16 
protection of personal data from loss and 
leakage during the transmission on the 
Internet will be hard to control 
E-commerce is troublesome because it 3.33 1.04 .15 .69 .07 
relies on good research on the security issue 
E-commerce is difficult because of the 3.75 1.12 .02 .67 .24 
uncertain regulatory environment in Hong 
Kong 
Observed benefits/results 
E-commerce allows the absence of 3.69 0.99 .03 .18 .82 
intermediaries which reduces costs 
E-commerce makes transactions simple 3.58 1.13 .24 -.14 .78 
E-commerce is convenient 3.97 0.97 .42 .20 .47 
Eigenvalue 2.8 1.5 1.1 
Variance explained 21.1% 19.3% 18.7% 
Cronbach's Alpha .65 .60 .62 
Note: The scale used: 1 = Strongly disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly agree. 
transportation and delivery; helps protect the environment; and saves time on 
shopping around and transportation. Factor 1 had the lowest mean score of 3.55 (SD = 
2.61, Cronbach's alpha = .65). 
Factor 2，Complexity (eigenvalue = 1.5, variance = 19.3%), contained three items 
revealing the perception that e-commerce is more complicated because protection of 
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personal data from loss and leakage during the transmission on the Internet would be 
hard to control; troublesome because it relies on good research on the security issue; 
and difficult because of the uncertain regulatory environment in Hong Kong. Factor 2 
had the second highest mean score of 3.58 (SD = 2.45, Cronbach's alpha = .60). 
Factor 3, Observed benefits/results (eigenvalue = 1.1, variance = 18.7%), 
comprised three items. It revealed the perception that e-commerce allows the absence 
of intermediaries which reduces costs; makes transactions simple; and e-commerce is 
convenient. Factor 3 had the highest mean score of 3.75 (SD = 2.34, Cronbach's alpha 
=.62). 
Measuring Media Use 
Respondents were asked to report their exposure to three traditional mass media: 
television, newspapers, and radio. Commonly-accepted measures such as the number 
of minutes spent watching TV and listening to the radio on a typical day, and the 




Following the factor and reliability analyses to create measures, multiple 
regression procedures were used to test the four e-commerce services adoption 
equations — e-shopping, e-banking, e-brokerage, and total e-commerce for adopters， 
and adoption likelihood and desirability equations for non-adopters. Only lifestyles, 
cultural values, attitudes toward e-commerce, and demographics were chosen for entry 
into these equations in order to achieve more focused analyses. These predictive 
variables were entered at one single step. 
Predicting E-commerce Services Adoption. The multiple regression results in 
Table 6 shows that all three e-commerce services adoption equations and the total e-
commerce activities equation were statistically significant. For the first equation, 12% 
of the variance was accounted for in the criterion variable of e-shopping service 
adoption. The significant predictors for the equation were perceived observed 
benefits/results (p = .31, p < .01)，education (negative; p = -.28, p <.05), monthly 
household income (negative; p = -.26，p <.05). This finding suggests that adopters 
were inclined to perceive greater observed benefits/results for adopting e-shopping. 
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Individuals prone to adopt e-shopping early tended to be less affluent (with a mean 
monthly household income of around $30,000), and of relatively lower educational 
levels (with a mean educational level of post-secondary). However, neither lifestyles 
nor cultural values variables were found significant predictors in the e-shopping 
equation. 
The e-banking adoption equation explained 26% of the variance. Strivers (p 
=.43, p < .001), fulfilleds (negative; (3 = -.27, p < .05), martial status (negative; p = 
-.25, p < .05), and monthly household income (P = .21，p < .05) were significant 
predictors. This finding indicates that individuals who adopted e-banking appeared 
stylish and fashionable in their lifestyles. Furthermore, unmarried individuals who 
were more affluent (with a mean monthly household income of around $30,000) were 
more likely to adopt e-banking. Interestingly, people who had firmly-held principles 
with good education and jobs did not tend to adopt e-banking. The conservatism and 
practicality in their consumption choices kept them away from the adoption of e-
banking. 
When assessing the relative influence of the independent variables in predicting 
the adoption of e-brokerage equation, only makers was a significant predictor. This 
result reflects that being seen as practical and function-oriented appeared to be a 
lifestyle, explaining why individuals adopted e-brokerage. 
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The fourth equation - total e-commerce adoption equation ~ yielded an adjusted 
R2 value of .23. Significant predictors include strivers (P = .33, p <.01), perceived 
observed benefits/results ((3 = .29, p < .01), age (p = .28, p < .05), and fulfilleds 
(negative; P = -.23, p < .05). This finding shows that the individuals who were 
inclined to perceive greater observed benefits/results for adopting e-commerce were 
more likely to adopt e-commerce services in general. They were older (with a mean 
age of around 30) but not necessarily with firmly held principles in making 
consumption decisions. In other words, durability, functionality, and values were not 
really important in the products they bought. On the other hand, some of the 
individuals who adopted e-commerce sought to be fashionable and stylish in their 
lifestyles. 
Hypothesis 1.1 proposes that lifestyles will be predictive of e-commerce services 
adoption. In the regression analysis, strivers (positive) and fulfilleds (inverse) were 
significant predictors for e-banking and total e-commerce and makers was a 
significant positive predictor for e-brokerage. As shown in Table 6, experiencers was 
approaching the significance level of .05. Hence, the findings provide partial support 
for Hi 1. 
Hypothesis 2.1 hypothesizes that Chinese cultural values will be predictive of e-
commerce services adoption. As none of the variables in the cultural values measures 
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Table 6 
Multiple Regression Analysis for Predicting 
E-commerce Services Adoption for Adopters 
N = 95 
e-Shopping e-Banking e-Brokerage Total 
e-commerce 
Simple Standardized Simple Standardized Simple Standardized Simple Standardized 
Predictors r g r g r (3 r (3 
Experiencers -.08 -.26 # .02 -.05 .08 .08 -.08 -.05 
Strivers .05 .11 .31 ** .43 *** .18 .17 .27 ** .33 ** 
Makers .07 -.06 .06 .11 .20 .33 * .13 .20 
Actualizers .12 .12 -.07 -.11 .05 -.10 -.00 -.02 
Fulfilleds -.02 -.07 -.12 -.27 * .06 -.13 -.07 -.23* 
Face .11 .09 -.09 -.12 .09 .01 .04 -.03 
Harmony with .09 .12 .09 -.10 .17 .08 .17 .01 
nature 
Past-time .13 .01 .09 .04 .15 .16 .18 .05 
orientation/ 
Continuity 
Interdependence .13 .14 .09 .07 .13 .05 .16 .13 
Complexity -.05 -.06 -.07 -.12 .10 .05 -.03 -.08 
Observed .25 * .31 ** .29 .10 .12 .16 .21 * .29 ** 
Benefits/results -
Relative .10 .14 -.01 -.07 .05 .19 .02 .07 
advantage 
Age .12 .24 # .26 * .20 .15 .11 .27 ** .28 * 
Monthly -.19 -.26 * .20 .21 * .10 .13 .10 .08 
household income 
Education -.14 -.28 * .02 .16 .02 .00 -.03 .02 
Gender (1 = Male) .03 .01 -.05 .17 .14 .17 .05 .16 
Marital status (1 = -.06 .13 -.29 ** -.25 * -.05 .06 -.22 * -.13 
Married) 
Final multiple R .56 .64 .51 .62 
Adjusted R2 .12 .26 .07 .23 
Note: *** p < .001; ** p < .01; * p < .05; # p < .1 
is a significant predictor for any of the e-commerce activities, H2 j receives no support. 
Hypothesis 3.1 predicts that people's perceptions of the attributes of e-commerce 
will be predictive of e-commerce services adoption. Of the three perceived attributes 
of e-commerce measures, observed benefits/results was a significant positive predictor 
for e-shopping and total e-commerce. These findings provide some support for H3 ” 
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With regard to the demographic variables, household monthly income was a 
significant inverse predictor for e-shopping and positive predictor for e-banking while 
education and marital status were significant inverse predictors for e-shopping and 
e- banking respectively. Age was found to be a significant positive predictor for total 
e-commerce and e-shopping (approaching the significance level of .05). 
Predicting E-commerce adoption desirability and likelihood. To examine the 
relative influences of lifestyles, cultural values, attitudes toward e-commerce, and 
demographics in predicting the desirability and likelihood to adopt e-commerce, 
multiple regression procedures were executed. Once again, these predictive variables 
were entered at one single step. 
Table 7 presents the multiple regression results for two different equations. The 
first equation — desirability to adopt - explained 11% of variance. The result reveals 
that age (negative; P = -.27, p < .001), makers (p = .22, p < .001)，perceived relative 
advantage (P = .18, p < .01), perceived complexity (negative; p = -.14, p < .05), 
harmony with nature (negative; p = -.13, p < .05), education (P = .13, p < .05), and 
strivers (P = .13，p < .05) were significant predictors for desirability to adopt e-
commerce for non-adopters. This result indicates that the less complex and more 
relative advantages the adopters perceived e-commerce, the more desirable they are 
for e-commerce. Individuals who were inclined to adopt e-commerce may be more 
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Table 7 
Multiple Regression Analysis for Predicting 
E-commerce Services Likely Adoption for Non-adopters 
(N = 325) 
Desirability to adopt Likelihood to adopt 
Predictors ——— 
Simpler Standardized (3 Simpler Standardized (3 
Experiencers .05 .00 .08 -.02 
Strivers .20** .13 * .13* .16** 
Makers .15** .22*** .13 * .19** 
Actualizers .05 .06 .08 .05 
Fulfilleds .03 .02 .09 -.03 
Face .04 .02 -.02 .11 # 
Harmony with nature -.06 -.13 * -.07 -.10 
Past-time orientation/Continuity .19** .03 .11 .10 
Interdependence .01 .11 .09 .10 
Complexity -.18** -.14* -.07 -.17** 
Observed benefits/results .11 .03 .10 .10 
Relative advantage .11* .18** .21** .06 
Age -.15** -.27 *** -.17** -.21* 
Monthly household income .07 .09 .07 .12 # 
Education .01 .13* .06 .04 
Gender (1 = Male) .03 .04 -.00 .06 
Marital status (1 = Married) -.05 -.11 .05 -.01 
Final multiple R .41 .55 
Adjusted R2 .11 .13 
Note: *** p < .001; **p< .01; * p < .05; # p < .1 
conscious of fashion and styles. On the other hand, they may value practicality and 
functionality of products they purchase. Many of them may not have a strong 
intention to maintain harmonious relationships with nature or supemature. Fate of an 
individual is considered under the control of the individual himself or herself. In 
terms of demographics, individuals who were younger (with a mean age of around 20) 
and better educated (with a mean educational level of post-secondary) had a greater 
desirability to adopt e-commerce. 
The likelihood to adopt e-commerce services for non-adopters was analyzed next 
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in a separate regression equation. The second equation, featuring likelihood to adopt 
e-commerce as the criterion variable, accounted for 13% of the variance. The multiple 
regression results of Table 7 reveals that four variables were predictors for the 
likelihood to adopt namely age (negative; P = -.21, p <.05), makers (P = .19, p < .01), 
perceived complexity (negative; p = -.17, p <.01), and strivers (P = .16, p < .01). This 
result indicates that the younger the individuals (with a mean age of around 25), the 
more likely they would be to adopt e-commerce. Besides, individuals who perceived 
e-commerce as less complex would have higher likelihood to adopt e-commerce. 
With regard to lifestyles, individuals who were likely to adopt e-commerce may be 
more aware of the latest trends in fashion but, on the other hand, concern with 
practicality and functionality of products they buy. 
Hypothesis 1 1 predicts that lifestyles will be predictive of likely adoption of e-
commerce services. Strivers and makers were significant predictors for the 
desirability and likelihood to adopt e-commerce. These findings provide some support 
for Hi 2. 
Hypothesis 2.2 proposes that Chinese cultural values will be predictive of likely 
adoption of e-commerce services. Of the four cultural values measures, only harmony 
with nature turned out to be a significant inverse predictor for the desirability to adopt 
e-commerce. Face, as shown in Table 7, was approaching the significance level of .05. 
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Thus, H2 2 receives little support. 
Hypothesis 3.2 hypothesizes that people's perceptions of the attributes of e-
commerce will be predictive of likely adoption of e-commerce services. In this regard, 
complexity was a significant inverse predictor for both the desirability and likelihood 
to adopt e-commerce and relative advantage was a significant positive predictor for the 
desirability to adopt e-commerce. These findings provide some support for H3 2. 
With regard to the demographic variables, age was a significant inverse predictor for 
both the desirability and likelihood to adopt e-commerce and education was a 
significant positive predictor for the desirability to adopt e-commerce. Household 
monthly income was found to be approaching the significance level of .05 in the 




The present study is the first attempt to use lifestyles, cultural values, and 
perceived attributes of e-commerce to predict e-commerce adoption. The findings of 
this study indicate that the adoption and likely adoption of e-commerce appeared to 
project certain lifestyles patterns, cultural values, and attitudes toward e-commerce. 
Contrary to the expectation generated from the past studies (Piirto, 1991; quoted 
by Stapes, 2000), only five out of the eight psychographic segments proposed in the 
VALS 2 typology were able to survive the factor analysis. This finding sheds light on 
whether VALS 2, which originated in the U.S., applies to Hong Kong. As mentioned 
earlier, models and perspectives in psychographics research developed in the U.S. fail 
to take into account the cross-cultural variations. According to the results in the factor 
analysis of lifestyles, five lifestyle orientations emerged, namely experiencers, strivers, 
makers, actualizers, and fulfilleds. Among the five lifestyle orientations that survived 
the factor analysis, only three were significant predictors for the adoption and likely 
adoption of e-commerce. Thus, it is apparent that direct transplantation of VALS 2 
measures to Hong Kong is problematic. People in different cultures have diverse 
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value systems and individual decisions are based upon very complex social dynamics. 
The present study provides an indication of a need for more culturally relevant 
measures of the lifestyles of the Hong Kong Chinese. Similar to Japan VALS 
developed by SRI International specifically for understanding Japanese consumers, a 
more contextualized segmentation system would be desirable to measure the lifestyle 
patterns of Hong Kong people. 
Findings concerning the predictive relationships between lifestyles, and e-
commerce adoption and adoption intention show that e-commerce serves different 
purposes for people of different lifestyles. Individuals who are conscious of their 
outfits would or are more likely to adopt e-commerce of one kind or another. Instead 
of concerning with the utility of e-commerce, they consider it a fashion item and a 
means to seek approval from others. For people who would only be impressed by 
material possessions that are of practical and functional uses, they would use e-
commerce as a tool or a utility to fulfil their practical needs. 
It is interesting to note that people guided by principles, in spite of their open-
mindedness to new ideas and affluence, do not adopt e-banking and e-commerce on 
the whole. This particular finding suggests that, principle-oriented individuals' 
adoption of e-commerce was significantly driven by firmly held principles such as 
being secured and safe in all circumstances. Taken the potential risks that would be 
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present in e-commerce, its non-adoption is inevitable. By the same token, individuals 
who savor the new, the offbeat, and the risky may not adopt e-shopping for it is yet too 
new and uncertain for them. It is coupled with the fact that e-commerce may not 
conform to their restless character. They have a preference for outdoor recreation and 
social activities. Going out and shopping around would be more preferable to sitting 
in front of the computer and making sales orders on the Internet. Limited physical 
space in most people's home in Hong Kong also encourages people to get out of their 
homes and shop outside. Unlike countries with vast geographic areas like the U.S., 
shopping in Hong Kong is convenient. Shopping malls, department stores, 
supermarkets, and grocery stores are accessible within walking distance from most 
people's home. As a result, e-commerce with Internet shopping in particular does not 
seem necessary in the Hong Kong context. 
In contrast to the previous study on the relationship between Chinese cultural 
values and consumption behaviors (Yau, 1994), cultural values variables lacked 
predictive power for e-commerce adoption in the present study. One possible 
explanation to the insignificant predictive relationships between cultural values and 
e-commerce adoption could be that the age was too young in the current sample. The 
low mean age in the sample was mainly a result of the screening procedure used in the 
questionnaire. Respondents were asked if they had Internet connections either at 
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home or in the workplace/school. Matriculation, university, and postgraduate students 
whose age ranged from 18 to 24 were most likely users of the Internet. On the other 
hand, they showed greater interest in talking to stranger compared with their parents. 
As young people are still in the process of shaping values and beliefs of their own, they 
practically do not have a single prominent values guiding their behavior and actions. 
Another explanation could be that adoption of e-commerce is largely driven by other 
factors such as lifestyles, attitudes toward e-commerce, and other demographic 
variables; and traditional Chinese cultural values have lost their importance among the 
Hong Kong Chinese especially the younger generation. With the present sample, the 
youth composed majority of the respondents with a mean age of around 23. Compared 
with the older adults, they were less prone to the traditional Chinese values such as 
interdependence, continuity, and group orientation and were more individualistic and 
westernized. Group orientation did not even emerge in the factor analysis procedure, 
implying that strong family ties have largely disappeared in the nuclear families in 
Hong Kong. 
Findings in regard to the likely adoption of e-commerce, face and harmony with 
nature survived the controlling influence of other variables in the regression equations 
predicting adoption intention. Individuals who did not submit themselves to the 
providence and fate have greater desirability to adopt e-commerce. Conducting 
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transactions on the Internet provides these individuals with a sense of real involvement 
and control. For instance, they can check their bank account balance round the clock, 
track their shipments anytime anywhere, and buy or sell stocks without the 
interference of brokers. 
Face was a predictor for the likelihood to adopt e-commerce. It implies that e-
commerce may be viewed as a representation of status, superiority, and mastery or that 
adoption of e-commerce is something that they would be proud of. 
Although such findings on cultural values partly confirm previous study (Yau, 
1994), the relatively weak predictive strength of the measures highlights a need for 
further refinement and close examination of the measures. 
It is interesting to note that only one of the perceived attributes toward e-
commerce was a significant predictor - observed benefits/results — for adopters' 
adoption of e-commerce while two others - complexity and relative advantage, were 
significant predictors for non-adopters' adoption intention. This finding implies that， 
for adopters, complexity was no longer a concern as they had somewhat acquired the 
necessary technology know-how. Unlike adopters, complexity was a critical issue in 
adoption intention for non-adopters. In addition, relative advantage of e-commerce 
was important only before an individual adopted the technology since they had had to 
make comparisons between available options before making an adoption decision. 
77 
Once they adopted the innovation, the immediate, observable results and benefits that 
the innovation could bring to the adopters became crucial. 
The multiple regression model confirms that certain demographic characteristics 
were useful predictors in explaining e-commerce adoption. 
Age was a significant predictor for adoption and likely adoption. It is worth-
noting that likely adopters were younger whereas adopters tended to be older. Those 
who were older with more resources may have already adopted e-commerce; those 
who were younger may become the major adopters of e-commerce after a few years' 
time when they grew older. This finding confirms Lin's (1998) contention that likely 
adopters of new information technologies who are less affluent and of lower social 
strata have the intent to adopt but lack immediate means to achieve it. Marketers may 
thus appeal to this particular group of potential customers in future marketing 
campaigns of e-commerce services. 
Findings concerning household income level indicate that individuals with higher 
household income and education did not tend to adopt e-shopping but e-banking. This 
result seemed to contradict each other before taking a closer look at these seemingly 
complementary e-commerce services. 
Unlike traditional commerce, e-commerce is conducted with virtually no 
personal interaction between the transaction parties. Trial and personal examination of 
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products are impossible. Hence, products like cars, precious stones, real estates, and 
other expensive products are not available for direct sale on the Internet. Sale of 
commodities which are less sophisticated, relatively cheaper, and require no try-out 
such as movie tickets, computer software, books, and some groceries composes 
majority of e-shopping activities. In most cases, affluent individuals are busy who 
have little time to bother with shopping and booking tickets. Instead of taking care of 
these matters themselves, they will leave these matters to their secretary or family 
members. As a result, affluent persons may not adopt e-shopping. 
While adopters of e-shopping services were less wealthy, e-banking services 
users had a relatively higher level of household income. The explanations to this could 
be that most banks do not offer e-banking services to customers who only have regular 
savings accounts; and individuals who only have a few hundreds or thousands dollars 
deposited in their accounts do not perceive a need to manage their finances online. To 
subscribe to e-banking services, customers usually have to open a special account 
which demands high initial deposits or at least apply for an Automatic Teller Machine 
(ATM) card which usually requires an annual fee. Penalties will be applied if the 
customers cannot maintain the balance at a specific level. Thus, it is justifiable that 
individuals who were more affluent tended to adopt e-banking services whereas those 
with few resources may not be interested in e-banking services. 
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The insignificant predictive relationships between gender and adoption of e-
commerce services and adoption intention of e-commerce signify that the gender 
difference in new information technologies adoption has gradually vanished. This 
finding echoes Lin's (1998, p.l08) contention that "the ‘gender gap' in personal 
computer adoption has largely disappeared". 
The findings in this study have several implications for e-commerce marketers as 
well as researchers. E-commerce adoption and adoption intention varied across 
lifestyles groups. This suggests that advertising copy appeals should address e-
commerce to reflect consumers' desires，expectations, preferences, and perception of 
e-commerce. While benefits from using e-commerce and security issue are important, 
a specific attribute(s) of e-commerce (such as it is convenient, user-friendly, money-
saving, and secured) may be more appealing to a specific target audience with 
different lifestyle orientations and cultural values. 
People's lifestyles fluctuate throughout their lifetime. As their surroundings 
change with time, their values, preferences, needs, wants, attitudes, and beliefs may 
change accordingly. It is, therefore, necessary to monitor the VALS program in 




The present study sought to examine the emerging b-2-c e-commerce by an 
integration of various bodies of literature encompassing diffusion, psychographic, and 
cultural values paradigms. While e-commerce adoption research in the field of 
communication is only at its exploratory stage, an integrated approach is deem 
necessary and desirable. 
The key theoretical components in the present exploratory study of e-commerce 
adoption, though varied in their predictive power, could provide a basis for future 
adoption studies of new information technologies. In particular, the predictive 
strength of the lifestyle variables may be improved if a more contextualized and 
culturally specific segmentation system could be derived for Hong Kong consumers. 
Despite the fact that cultural values variables were rather weak in explaining both 
adoption and likely adoption of e-commerce in the present study due to the changing 
socio-economic, political, and cultural environments in the contemporary Hong Kong 
society, and perhaps the characteristics of the study sample, they may be instrumental 
to the examination of levels of new information technologies adoption in places where 
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traditional Chinese cultural values have greater influence. 
Since having Internet access is a basic requirement of an eligible respondent in 
the present study, it is not surprising to expect a homogeneous sample which was 
young and financially insufficient. At present, the youth makes up of the majority of 
"netizens" in Hong Kong. An average 40-year-old person in Hong Kong rarely has 
sufficient knowledge or access to go online. People who are about the same age are 
more likely to share similar lifestyles, values, and socio-economic characteristics. It 
is compounded by the fact that the current penetration rate of the Internet is low in 
Hong Kong. The Internet users are skewed toward the youth. Homogeneity of sample 
characteristics is, therefore, a reason for the lack of variance in the sample. 
Limitations of the Study 
As a result of having limited financial resources, the researcher was only, at her 
best, able to afford to complete 420 questionnaires. The limited sample size, 
especially the small sample of 95 adopters, was a major weakness of the study that 
would lead to generalization problem. Thus, the results of this study should be 
generalized to represent Hong Kong Internet users with caution. Equally, the use of 
the American-oriented VALS 2 typology may not perfectly fit the psychographic 
profiles of Hong Kong consumers. 
This finding helps validate the notion that lifestyle, cultural values, perceived 
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attributes of e-commerce may be predictors for the adoption and likely adoption of e-
commerce services. Even though the predictive strength of this construct in the 
present study was not as strong as desired, refinement of these measures and expansion 
of the scale of the present study may help improve the construct validity for future 
research. 
Suggestions for Future Research 
The theoretical framework of this study has drawn from several bodies of 
literature. The use of lifestyles and cultural values variables complemented previous 
adoption research which merely used perceptual factors, innovativeness of the 
individuals, media use, and demographics as predictors. Future research following 
this line of study can compare the VALS 2 program and Yau's (1994) model of 
Chinese cultural values with other segmentation tools and models such as Internet 
values and lifestyles segmentation (iVALS), and list of values (LOV) for lifestyles, 
and Cheng's framework (1994), individualism and collectivism construct (Hofstede, 
1984) for Chinese cultural values. 
The findings of the present study suggest possible linkages between lifestyles, 
cultural values and attitudes toward e-commerce, and adoption as well as adoption 
intention of e-commerce services. For further study, possible associations between 
Chinese cultural values/lifestyles and several intervening variables of consumer 
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behavior such as intention to search for product information online, and product 
preferences on the Internet are worthy of studying. Following the line of diffusion 
research on e-commerce, credit card security fear in association with confidentiality, 
delivery guarantees, and privacy assurance; and the relationships between e-
commerce adoption, and computer literacy and digital divide are worthy of 
investigation. For a contrastive study between major cities in Asia, samples from 
Hong Kong may be taken and contrasted with samples from Mainland China, Taiwan, 
and Singapore to illustrate varying degrees of influences of Western cultures and 
lifestyles on traditional Chinese cultural values. The geographical differences 
between places like Hong Kong where spaces are limited and places with vast land 
areas such as the U.S. and Europe may be investigated in addition to the intercultural 
differences. These studies would help marketers in the Asian regions segment and 
target Chinese customers. 
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A p P E N D I X E-commerce, lifestyles, and Chinese cultural values / 1 
E-commerce，lifestyles, and Chinese cultural values 
April 2001 
Questionnaire # : Telephone #: 
Interviewee Code: Date of Interview: (dd) 
Time of Interview: (AM/PM) 
g Q j Hello, I'm calling from the Chinese University of Hong Kong. My name is 
. We are now doing a public opinion survey in Hong Kong. 
Your telephone number was chosen at random. Based on our guideline, I need 
to talk to the person +18 who has access to the Internet (such as computers at 
home, workstations at work or at school, Personal Digital Assistant, and WAP 
phone). Is there anyone in your family who fulfils this criterion? 
L No — Sorry, we need those who have access to the Internet for this survey. 
Goodbye and thank you. 
2. Yes — a. [IF THE ONE WHO PICKS UP THE PHONE IS THE ONLY 
ONE WHO FULFILS THE CRITERION, START FROM QB] 
b. [IF THERE ARE MORE THAN ONE PERSON, GO TO SQ2] 
g Q 2 Who had the last (i.e., most recent) birthday? 
1. The one who picks up the phone — [GO TO QB] 
2. Someone other than the one who picks up the phone -> [GO TO SQ3: 
Can I talk to him/her now? 
1. Not now — When can I call him/her again then? [RECORD ON 
INTERVIEW LOG] 
2. Yes -> [START FROM QA AND FOLLOWED BY QB] 
QA. Hello, this is and QB. May I take a few minutes of your time to ask 
I'm calling from the Chinese you some questions about e-commerce. I can 
University of Hong Kong. We are assure you that your responses will remain 
now conducting a study on e- confidential. It is anonymous. The data collected 
commerce in Hong Kong. Your will be used for research purpose only. The 
telephone number was chosen at information you provide will help us understand the 
random by computer. [GO TO QB] situation of e-commerce in Hong Kong. 
Have you ever conducted transactions of any kind on the Internet before? 
[GO TO PART B] 
2. Yes -> [GO TO PART A] 
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ApP E N DIX E-commerce, lifestyles, and Chinese cultural values /1 
PART A: FOR E-COMMERCE SERVICES ADOPTERS 
1. E-commerce Adoption Patterns 
VI How long have you been using e-commerce services? year(s) month(s) 
On a scale from 1 to 5 with “1” meaning “not often" and "5" meaning "very often", have you 
ever used the following e-commerce services and how often do you use them? [PLACE TO 
MARK “YES’ OR “NO”] 
If yes, how often do you use it? 
Yes No Not often Very often 
V2 1 lOnline-shopping — V2a ~~ 1 I 2 I 3 I 4 I 5 
V3 2 Online-banking V3a 1 2 3 4 5 
V4 3 lonline-brokerage | V4a | 1 | 2 | 3 | 4 | 5 
2. Attitude toward e-commerce 
On a scale from 1 to 5 with “1” meaning "strongly disagree" and “5” meaning "strongly agree", 
how would you rate the following statements regarding your attitude toward e-commerce 
services? There is no right or wrong answer for each of these questions. Please answer 
according to your thought. 
ISD SAIDK 
V5 1 E-commerce is not safe. 1 2 3 4 5 9 
V6 2 E-commerce reduces the price of products and services. 1 2 3 4 5 9 
V7 3 E-commerce is for the Chinese culture. 1 2 3 4 5 9 
V8 4 E-commerce makes transactions simple. 1 2 3 4 5 9 
V9 5 E-commerce allows the absence of intermediaries which 1 2 3 4 5 9 
reduces costs.  
VI0 6 E-commerce improves customers' access to 1 2 3 4 5 9 
information.  
VI1 7 E-commerce is difficult because of the uncertain 1 2 3 4 5 9 
regulatory environment in Hong Kong.  
V12 8 E-commerce makes transactions fast. 1 2 3 4 5 9 
VI3 9 E-commerce is intimidating because it requires higher 1 2 3 4 5 9 
computer literacy.  
V14 10 E-commerce saves money on transportation and 1 2 3 4 5 9 
delivery.  
V15 11 E-commerce helps protect the environment. 1 2 3 4 5 9 
VI6 12 E-commerce is more complicated because protection of 1 2 3 4 5 9 
personal data from loss and leakage during the 
transmission on the Internet will be hard to control.  
VI7 13 E-commerce saves time on shopping around, and 1 2 3 4 5 9 
I transportation. | | | | | | 
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VI8 14 E-commerce is troublesome because it relies on good 1 2 3 4 5 9 
research on the security issue.  
V19 15 E-commerce will work in the local culture. 1 2 3 4 5 9 
V20 16 IE-commerce is convenient. | l | 2 | 3 | 4 | 5 | 9 
[GO TO PART C] 
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PART B: FOR E-COMMERCE SERVICES NON-ADOPTERS 
1. Knowledge/Awareness 
On a scale from 1 to 5 with “1” meaning "little" and “5” meaning “a lot," how much do you 
know about b-2-c e-commerce? 
[Little A lot I DK 
V2l| 1 [HOW much do you know about b-2-c e-commerce? | l | 2 | 3 | 4 | 5 | 9 
2. Attitude toward e-commerce 
On a scale from 1 to 5 with “1” meaning "strongly disagree" and “5” meaning “strongly agree", 
how would you rate the following statements regarding your attitude toward e-commerce 
services? There is no right or wrong answer for each of these questions. Please answer 
according to your thought. 
ISD SAIDK 
V22 1 E-commerce is not safe. 1 2 3 4 5 9 
V23 2 E-commerce reduces the price of products and services. 1 2 3 4 5 9 
V24 3 E-commerce is for the Chinese culture. 1 2 3 4 5 9 
V25 4 E-commerce makes transactions simple. 1 2 3 4 5 9 
V26 5 E-commerce allows the absence of intermediaries which 1 2 3 4 5 9 
reduces costs.  
V27 6 E-commerce improves customers' access to 1 2 3 4 5 9 
information.  
V28 7 E-commerce is difficult because of the uncertain 1 2 3 4 5 9 
regulatory environment in Hong Kong.  
V29 8 E-commerce makes transactions fast. 1 2 3 4 5 9 
V30 9 E-commerce is intimidating because it requires higher 1 2 3 4 5 9 
computer literacy.  
V31 10 E-commerce saves money on transportation and 1 2 3 4 5 9 
delivery.  
V32 11 E-commerce helps protect the environment. 1 2 3 4 5 9 
V33 12 E-commerce is more complicated because protection of 1 2 3 4 5 9 
personal data from loss and leakage during the 
transmission on the Internet will be hard to control.  
V34 13 E-commerce saves time on shopping around, and 1 2 3 4 5 9 
transportation.  
V35 14 E-commerce is troublesome because it relies on good 1 2 3 4 5 9 
research on the security issue.  
V36 15 E-commerce will work in the local culture. 1 2 3 4 5 9 
V37 16 E-commerce is convenient. | l | 2 | 3 | 4 | 5 | 9 
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3. Intention to adopt e-commerce services 
On a scale from 1 to 5 with “1” meaning "very undesirable," “2” "somewimt undesirable," “3” no 
opinion" “4” "somewhat desirable，，，and “5” "very desirable", how would you rate the following 
statement? 
Very Somewhat No opinion Somewhat Very  
undesirable undesirable desirable desirable 
V38 I 1 IHOW desirable is it for you 1 2 3 4 5 
to adopt e-commerce in the 
|next five years?  
On a scale from 1 to 5 with “1” meaning "very unlikely," “2” "somewiiat unlikely," “3” no 
opinion," “4” "somewhat likely," and "5" "very likely”，how would you rate the following 
statement? 
Very Somewhat No opinion Somewhat Very likely  
unlikely unlikely likely  
V39 1 [What is the likelihood for 1 2 3 4 5 
you to adopt e-commerce in 
|the next five years ？ J  
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PART C: FOR ALL RESPONDENTS 
May I now take a moment of your time to ask you a few questions about your daily activities. I 
can assure you that your responses will remain confidential. The data collected will be used for 
research purposes only. 
1. Values and lifestyles 
On a scale from 1 to 5 with “1” meaning "mostly disagree" and "5" meaning “mostly agree", 
how would you rate the following statements? There is no right or wrong answer for each of 
these questions. Please answer according to your thought. 
ISD SAIDK 
V40 1 I am often interested in theories. 1 2 3 4 5 9 
V41 2 I like outrageous people and things. 1 2 3 4 5 9 
V42 3 I like a lot of variety in my life. 1 ~ ~ 2 ~ ~ 3 " 4 丁 9 
V43 4 I love to make things I can use everyday. 1 2 3 4 5 9 
V44 5 I follow the latest trends and fashions. 1 2 3 4 5 9 
V45 6 Just as the Bible says, the world literally was created in 1 2 3 4 5 9 
six days.    
V46 7 I like being in charge of a group. 1 2 3 4 5 9 
V47 8 I like to leam about art，culture, and history. 1 2 3 4 5 9 
V48 9 I often crave excitement. 1 2 3 4 5 9 
V49 10 I am really interested only in a few things. 1 2 3 4 5 9 
V50 11 I would rather make something than buy it. 1 2 3 4 5 9 
V51 12 I dress more fashionably than most people. 1 2 3 4 5 9 
V52 13 The Federal government should encourage prayers in 1 2 3 4 5 9 
public schools.  
V53 14 I have more ability than most people. 1 2 3 4 5 9 
V54 15 I consider myself an intellectual. 1 2 3 4 5 9 
V55 " T ^ I must admit that I like to show off. 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
V56 T T I like trying new things. — 1 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
V57 18 I am very interested in how mechanical things, such as 1 2 3 4 5 9 
engines, work.  
V58 19 I like to dress in the latest fashions. 1 2 3 4 5 9_ 
V59 20 There is too much sex on television today. 1 2 3 4 5 9 
V60 21 I like to lead others. 1 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
V61 22 I would like to spend a year or more in a foreign 1 2 3 4 5 9 
country.  
V62 23 I like a lot of excitement in my life. 1 2 3 4 _ _ 5 9_ 
V63 24 I must admit that my interests are somewhat narrow and 1 2 3 4 5 9 
limited.  
V64 25 I like making things of wood, metal, or other such 1 2 3 4 5 9 
material.  
V65 26 I want to be considered fashionable. 1 2 3 4 5 9 
V66 27 A woman's life is fulfilled only if she can provide a 1 2 3 4 5 9 
[happy home for her family. | | | | | | 
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V67 28 I like the challenge of doing something I have never 1 2 3 4 5 9 
done before.  
V68 29 I like to leam about things even if they may never be of 1 2 3 4 5 9 
any use to me.  
V69 30 I like to make things with my hands. 2 3 4 _ _ 5 ^ 
V70 T T I am always looking for a thrill. 1 ~ ~ 2 ~ ~ Y 4 ~ 5 ~ ~ ^ 
V71 32 I like doing things that are new and different. 1 2 3 4 5 9 
V72 33 I like to look through hardware or automotive stores. 1 2 3 4 5 9 
V73 34 I would like to understand more about how the universe 1 2 3 4 5 9 
works.  
V74 35 I like my life to be pretty much the same from week to 1 2 3 4 5 9  
I week. I I I I I I 
2. Chinese cultural values 
On a scale from 1 to 5 with “1” meaning "strongly disagree" and “5” meaning "strongly agree", 
how would you rate the following statements? There is no right or wrong answer for each of 
these questions. Please answer according to your thought. 
ISD SA IDK 
V75 1 He who submits to Heaven shall live; he who rebels 1 2 3 4 5 9 
against Heaven shall perish.  
V76 2 Help each other whenever in need. 1 2 3 4 5 9 
V77 3 A family will be prosperous if it is in harmony. 1 2 3 4 5 9 
V78 4 Life and death are fated; wealth and honors hinge on the 1 2 3 4 5 9 
will of providence.  
V79 5 Never forget what others have done to you. 1 2 3 4 5 9 
V80 6 Man can communicate with Nature and exist in 1 2 3 4 5 9 
harmony.  
V81 7 It is more urgent to pay back favors than debts. 1 2 3 4 5 9 
V 8 2 8 ~ Shameful affairs of the family should not be spoken 1 2 3 4 5 9 
outside.  
V83 Life as it is predestined. 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
V84 10 The new generation is worse than the old. 1 2 3 4 5 9 
V85 11 I won't offend others unless offended. 1 2 3 4 5 9 
V86 12 If you honor me a linear foot, I should in return honor 1 2 3 4 5 9 
you ten feet.  
V87 13 At a different time and in a different place we will meet 1 2 3 4 5 9 
again.  
V88 14 To have a son for old age is to stock provision for 1 2 3 4 5 9 
rainy days.  
V89 15 Old parents are just like a treasure in your house when 1 2 3 4 5 9 
living with you.  
V90 16 Reflect on our faults when we take a rest. 1 2 3 4 5 9 
V91 17 A family has its rules as a state has its laws. 1 2 3 4 5 9 
V92 18 Face is honored by others; shame is sought by ourselves. 1 2 3 4 5 9 
V93 19 Of three practices of unfilial piety, having no sons is the 1 2 3 4 5 9 
greatest.  
V94 20 iReject an old man's advice and you'll soon pay for it. 1 | 2 | 3 | 4 | 5 | 9 
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3. Media use 
This series of questions deals with your media habits. [PLEASE FILL IN THE BLANKS] 
V95 1. How many minutes of television do you watch on a typical day? min/day 
V96 2. How many minutes of radio do you listen to on a typical day? min/day 
V97 3. How many days per week do you read a newspaper? days/wk 
4. Personal Data 
The following information is gathered only for research that its purpose is to help interpret the 
survey result. Please be assured that your responses will be kept in the strictest confidence. 
V98 1. Your age category is: 
1 118-25 4 |46-55 
2 26-35 5 56-75 
3 136-45 99 |DK 
V99 2. Your marital status is: [DO NOT OFFER OPTIONS UNLESS REQUESTED] 
1 Single 4 Separated  
2 Married 5 Widowed  
3 iDivorced 99 |dK 
V100 3. Your monthly household income category is: 
1 [Under $5,000 6 |$25，001 to 30,000 — 
T " $5,000 to 10,000 $30,001 to 35,000 
$10,001 to 15,000 8 $35,001 to 40,000 
~4~$15,001 to 20,000 9 $40,001 or above  
5 |$20,001 to 25,000 99 |Refused/DK 
VlOl 4. The highest level of education you have completed is: [DO NOT OFFER OPTIONS 
UNLESS REQUESTED] 
1 [Never receive formal education 6 Technical/Vocational School  
2 Primary school or less 7 Post-secondary  
3 Form 1 to Form 3 8 University  
4 Form 4 to Form 5 9 Postgraduate or above  
5 iForm 6 to Form 7 99 iRefUsed/DK 
92 
ApP E N DIX E-commerce, lifestyles, and Chinese cultural values /1 
VI02 5. Occupation: 
1 Business person 7 White collar  
2 Executive or Manager 8 Blue collar  
3 Civil servant 9 Home-maker / Self-employed  
4 Professional 10 Unemployed / Retired  
~5~ Teacher 11 Student  
6 [Service worker or Salesperson | 99 |Refused/DK  
V103 6. Gender: 
1 |Male I 2 |Female  
Thank you very much for your cooperation and time to complete this survey. 





I 電 子 商 貿 , 與 中 國 姚 
� 2001年4月 
I 問卷編號： 電話號碼: 
I 訪問員編號： 訪問曰期: (曰） 




i ^ ~ 先 生 / 小 姐 ， 你 好 ！ 我 係 香 港 中 文 大 學 既 學 生 0我地而家丨故緊一個民 






I ^ ~ 請 問 剛 剛 過 生 曰 既 係 邊 位 ？ 
1 ^ ~ 1.#德雹,彦者本乂—[從QB開始]— 
j 2 .非接聽電話者本人-> [跳到SQ3] 
5 ^ 請 問 可 以 同 佢 傾 幾 句 嗎 ？ 
� 1. //吾方便/？^在家"> 請問咩時候可以呢？[把日期、時間及被挑選者姓名記在訪問記錄上] 
I 1.可以—[從QA開始，再接QB] 
I 
• QA.先生/小姐’你好！我係香港中文大 QB.我地想蹄下香港人對電子商貿既意見°大槪會 
：丨 學既學生 。我地而家做緊一 用你10分鐘時間。個訪問係唔記名既，D資料亦剩 
：： 個民意調查。我地用電腦隨機抽樣抽中你 係用黎做分析用途，我地會絕對保密。透過呢D資 
既電話° [跳到QB] 料’我地可以知道香港人用電子商貿既情況。 
‘ 你有冇試過係互聯網進行任何交易？ 











‘ V I 你用左電子商貿幾耐呢？ 年 個月 
呀你有有用過以下既電子商貿服務？如果有的話，你會經常用佢地嗎？請用1至5表示：“1”代表“唔經常 
^用” ’ “5”代表“經常用” ° [請用“广選“有”或“冇”] 
I 如#"，你經常用佢地嗎？ 
有 I 冇 I 唔經常用 經常用 
V2 1 I 網上購物 V2a 1 I 2 I 3 I 4 I 5 
~ ~ ^ W t m m m v3a i 2 3 _ 4 5 
I V4 I 3 I網上股票買賣 I V4a I 1 I 2 I 3 I 4 I 5 
i 2 .難子商貿既蹄法 
i你對於以下既講法有幾同意呢？請用1至5表示：“1”代表“非常唔同意” ’ “5”代表“非常同意”。 
I 
1 ” [IPS 非常I唔知 
1 唔同意 同意 
I V5 1丨電子商貿係唔安全既 一 1 I 2 I 3 I 4 I 5 9— 
j 2電子商貿可以減低產品同服務既價格 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ L 
I 3電子商貿適合中國文化 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
j 4電子商貿可以令交易變得簡單 —1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
I ~W 5電子商貿副除中間人既角色，因此而減低成本 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
I ~yiO 6電子商貿可以改善顧客獲取資訊既途徑 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
1 ‘ "VTT 7電子商貿進行起來好困難’因爲有完善既監管制度— 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
I 電子商貿唔可以令交易變得快捷 1__2__3__4__5__9_ 
I "VT j^M手商貿好難既，因爲佢要求我有好高既電腦知識 1__2__3__4__5__^ 
I V14 10 M字商貿可以節省用係交通同運輸既開支 1__2__3__4__5__9_ 
I 商貿可以幫助保護環境 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
^ V16 12電子商貿用起來會更加複雜，因爲好難去防止個人資料1 2 3 4 5 9 
！ ^ 
1 "V17" 13電子商貿可以節省用係搭車同行街購物既時間 1 _ _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
\ VI8 14電子商貿係好麻煩既，因爲佢要求我對網上保安問題有1 2 3 4 5 9 
\ 深入既了解 
j " W 15電子商貿適合本地文化 1 2 “ 3 4 ^ ~ ~ V 













|V21| 1 I你對電子商貿有冇認識呢？ I 1 I 2 I 3 I 4 I 5 I 9 
2.醜子商貿既蹄法 
你對於以下既講法有幾同意呢？請用1至5表示：T代表“非常唔同意”，“5”代表“非常同意” ° 
‘ "“ [IPS 非常I唔知 
唔同y 同意道 
1： V22 1 I電子商貿係唔安全既 1 I 2 I 3 I 4 I 5 ~ 
I 2電子商貿可以減低產品同服務既價格 一 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
I' 電子商貿適合中國文化 — 1 _ _ ？ _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
^ ^ 4電子商貿可以令交易變得簡單 一 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
舊字商貿剥除中間人既角色，因此而減低成本 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
商貿可以改善顧客獲取資訊既途徑 1 _ _？ _ _ 3 _ _ ^ _ _ 5 _ _ ? _ 
^ ^ 7 電子商貿進行起來好困難，因爲冇完善既監管制度 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
. " W 8電子商貿唔可以令交易變得快捷 _ i _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" V ^ 9電子商貿好難既，因爲佢要求我有好高既電腦知識 _ J _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" W 10電子商貿可以節省用係交通同運輸既開支 _ _ I _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
‘ 11電子商貿可以幫助保護環境 _ J _ _ ？ _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
： V33 1 2電子商貿用起來會更加複雜’因爲好難去防止個人資料 1 2 3 4 5 9 
K ^ 
？ V34 13電子商貿可以節省用係搭車同行街購物既時間 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
J V35 14電子商貿係好麻煩既’因爲佢要求我對網上保安問題有1 2 3 4 5 9 
I 深入既了解 
I " W 15電子商貿適合本地文化 _ i _ _？_ _ 3 _ _ 4 _ _ 5 _ _ ^ 





^ “ I非常唔I唔需要I冇意見I需要I非常需 
‘ 需要 要 




t2可能” ’ “3”代表“有意見”，“4”代表“有D可能”，“5”代表“好有可能”。 
“ 冇可能有可冇意見I有D可I好有可 
m t i 倉巨 
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電子商貿，生活模式與中國文化/頁五 
丙部：所有受訪者 




I V4Q 1 I我對理論好有興趣 1 I 2 I 3 I 4 I 5 9 
•意新奇古怪既人同埋事 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
" W 3我鍾意多采多姿既生活 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^ 丄 
� " W 4我鍾意自己做D日常用品 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
. 一個追上潮流、衣著入時既人 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
" W 6正如聖經所講，世界係六日內創造出黎既 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
我鍾意係一班人裡面做主導既角色 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
, " W 8我鍾意學習藝術、文化同埋歷史 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
I " W 9我經常渴望有刺激既事物 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
I 涵 系 對 某 D 事 物 有 興 趣 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^ 丄 
11我寧願自己做一件物件’都唔寧願用錢買 _ _？ _ _？ _ _ 1 _ _ 
" W 12我既衣著比大多數人都入時 _ i _ _？ _ _ 3 _ _ 4 _ _ 
^ " W 13政府應該鼓勵學校加強道德教育 _ I _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
" V ^ 14我比好多人都能幹 _ J _ _ ？ _ _ \ _ _ ^ _ _ ^ 丄 
丨 " V ^ 15我認爲自己係一個知識份子 _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
16我承認自己係一個喜歡jS耀既人 _ i _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
I 17我鍾意嘗試新既事物 _ _？ _ _？ _ _ 4 _ _ ^丄 
. " W 18我鍾意硏究機械，例如引擎既運作， _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
丨 19我鍾意著最新款既時裝 _ _ ？ _ _ 3 _ _ 1 _ _ ^ 丄 
丨 " W 20而家電視有太多關於性既節目 _ J _ _ ？ _ _ 3 _ _ 4 _ _ 
" W 21我鍾意帶領其他人 _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
！ 22我願意花一年或更多時間係外國生活 _ J _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
丨 23我鍾意充滿刺激既生活 _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
V63 24我承認我既興趣係比較狹窄同埋局限 _ _ 2 _ _ 3 _ _ 4 _ _ 
" W 25我鍾意用木、金屬或其他材料在家自製器具 _ J _ _ 2 _ _ 3 _ _ 4 _ _ 
" W 26我想人地覺得我衣著時髦 _ i _ _？ _ _ 3 _ _ 4 _ _ 
V66 27當一個女人能夠帶俾佢既屋企人一個幸福家庭，佢既生命1 2 3 4 5 9 
‘ 至有意義 
I ； J ^ I • 意 嘗 試 一 D我以前從未做過既事 1 _ _ 2 _ _ 3 _ _ 4 _ _ 
" V ^ 2 9 我鍾意學習不同既事物’即使昵 D 事物可能對我完全 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^丄 
涵意親手做 D 物件 1 _ _ ？ _ _ 3 _ _ 4 _ _ ^ 丄 
丨 •常期待興奮同埋刺激既事物 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^ 丄 
"VTT 3 2我鍾意做一 D新鮮同埋唔同既野 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^ 丄 
. 涵 意 行 一 D賣硬件或者汽車零件既鋪頭 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^ 丄 
知多D宇宙係點樣運作既 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ ^ 丄 





P S 非常I唔知 
唔同意 同意道 
V75 1 I順天者生’逆天者死 — 1 I 2 I 3 I 4 I 5 T " 
V76 2 當對方有需要既時候，應互相幫助 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
V77 3 家和萬事興 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 9 _ 
生死由命，富貴由天 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
得人恩果千年記 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" ^ ^ i X i i夠與自然界溝通，兩者並能和諧共存 ~ 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" W 7 人情緊過債 1 _ _ 2 _ _ 3 _ _ _ _ ^ 
V82 8 家醜不出外傳 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
^ ^ 9 一個人既命運係上天註定 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
不如一代 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 
" W 11唔好得罪人，除非人地得罪你在先 一 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 
^ ^ 12 你敬我一尺’我敬你一丈 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ 
'WT 13 山水有相逢 — 1 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" V ^ 14養兒防老，積穀防飢 —1__2__3__4__5__^ 
" W 15 家有一老，如有一寶 “ _ i _ _ ？ _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" V ^ 16夜晚靜落黎時候，我地應反省自己既過失 _ _ 2 _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
" W 17家有家規，國有國法 ^ _J__I__3__^__5__^ 
I " W 18面係人地俾，架係自己丟 _ J _ _ I _ _ 3 _ _ 4 _ _ 5 _ _ ? _ 
I 19不孝有三，無後爲大 _ _？ _ _ 3 _ _ 4 _ _ 5 _ _ ^ 
；| V94 20 I不聽老人言’吃磨在眼前 I 1 I 2 I 3 I 4 I 5 I 9 
1„ 
： 3 . 傳播媒介既删習慣 
I 
—跟住呢部份既問題係關於你使用傳播媒介既習慣。[請將答案塡係橫線上] ：‘ 
IV95 1.請問你每日平均蹄幾多分鐘重壓？ 每日 分鐘 
V96 2.請問你每日平均聽幾多分鐘胶査機？ 每日 分鐘 
：V 9 7 3.請問你每星期平均有幾多日會蹄報紙？ 每星期 曰 
？ 4. m x ' m 
最後，我想問下你既個人資料，D資料剩係會用黎做分析用途’我地會絕對保密既。 
： V 9 8 1.請問你係以下邊個年齢組別？ ： 
1 118-25 4 [46-55 
2 26-35 5 56-75 






3 I已經離婚 99 I唔作答/唔知道 
V100 3.你既家庭收入係屬於以下邊一個類別呢？ 
\ 1 I少於 $5,000 6 [$25,001 to 30,000 
；!. 2 $5,000 to 10,000 一 7 $30,001 to 35,000 
； " T ~ $10,001 to 15,000 一 8 $35,001 to 40,000 
T " $15,001 to 20,000 9 $40,001 或以上 
5 |$20，001 to 25,000 99 |唔作答/唔知道 
� VlOl 4.你既教育程度去到邊呢？[訪問員不用主動提供選擇] •. 
丨; 1 I無正式讀書 6 I職業訓練學校 — 
丨: "T"小學或以下 7 大專 
t~T"中一至中三 8 大學 
中四至中五 9 硏究院或以上 
—5 I中六至中七 99 I唔作答/唔知道 
= 
1 
, V 1 0 2 5.你既職業係屬於以下邊一類呢？ 
i 
I 1 I做生意 7 I白領 
I I 行政人員或經理 8 藍 領 
I " T "公務員 9 家庭主婦/自僱 
I 專業人士 1 0無職業 /退休 
r 教師 1 1學生 
I 6 I 服 務 性 行 業 或 推 銷 員 99 I 唔 作 答 / 唔 知 道 
I 卜 
f V103 7.性別： 
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